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WHAT AUDIENCES 





ARE SAYING FROM COAST TO COAST 


(Names available on request from Zenith Roadie Corp.) 


ILLINOIS 
MAINE 


CALIFORNIA 


TENNESSEE 


MICHIGAN 
WISCONSIN 
CONNECTICUT 
PENNSYLVANIA 
MASSACHUSETTS 
CONNECTICUT 
MICHIGAN 


NEW YORK 


a 
have ever seen.” 


“We hope Phonevision comes 


soon,” 

“Absorbing and timely; technical 
aspect comprehensively pre- 
sented; neither pedantic nor 
‘elementary’.” 

“Very clear film and concise infor- 
mation make this desirable for 
future showings.” 

“Audience believes Phonevision 
could be the answer.” 

“An unusually clear presentation 
of a technical subject.” 

“Eagerly ewalting advent of 
Phonevision.” 

“Will re-beok this film within 
30 deys.” 

“Some wished we had Phone- 
vision NOW." 

“Best program our club has had 
this yeer.” 

“A superb presentation of a timely 
subject.” 

“Most agreed we should heave 
Phonevision right now.” 


PRESENTS 









PHONEVISION: 


PHONEVISION 


See how Phonevision can improve television, and bring the 
best in brand new movies, sports, Broadway plays, music 
and educational TV programs to home screens. 

In the few months since its release, hundreds of thousands 
» Over 
nation-wide circulation to 
schools, churches, service and social clubs and employee 


“Zenith Presents Phonevision”™’ 
SO prints are in constant, 


ot people have seen 


groups. See this fascinating tilm soon. Address your request 
tora print to Public Relations Dep t., Zenith Radio Corpora- 
tion, 6001 W. Dickens, Chicago 39, Illinois 


ATLAS FILMS GET RESULTS. Betore you plan your next film 
ws tor 
} 


public selations, advertising 


sales promotion, 
training, education, or any other specialized purpose—check Atlas 
performance with Atlas chents. We have a strong hu 
do as ti 


; : ' 
isthey re doing. You ll cake advantage ot Atlas bulmaturity* too 


nch youll 


CONSULTATION WITHOUT OBLIGATION 


ATLAS Hie 


mee 
FILM CORPORATION eee 
SH 
Producers of Quality Motion Pictures, Sound 


Slidefilms, Theatrical Shorts, TV Commercials 
\ 


ESTABLISHED 1913 


1111 SOUTH BOULEVARD .. OAK PARK, ILL 
CHICAGO PHONE: AUSTIN 7-8620 


and judgement achieved only through many 
yeors of actual production experience. 


*the wealth of mature film sense, skill * © 


aie, 
Se ee 
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HE MEASURE of a good film is its power to get action 
—the KIND of action most desired by the sponsor. 
Hundreds of Caravel productions—for widely differ- 
ent purposes —have met this test successfully. We in- 


vite you to view any of these films and judge their im- 


pact by the impact they have on you. For example . . . 
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GAIN. WE INVITE you to view these produe- 
A tions —either at your offices or ours. Or- 
if vou have films of a different type in mind. 
let us select a showing more in line with your 


specific needs. Write or telephone today. 


E 7-611 0 


complete 


tv and motion picture facilities 


for complete satisfaction 


° P 
scr] | rt ; Our large sound stage is 
completely equipped for every 
, producer's need. 
a Five blimped sound cameras are 
sound sta e ‘ , ; . available for multi-camera 
yg 3 = shooting. All 
“ ; : dialog productions are 





expertly handled, 


. 7 ~ y did dless of t Iget. 
location photography , | panes af Sanya 
animation 


art 





°.¥e 
l t | l ne Byron maintains a permanent 

art staff whose duties include 

_ animation, story-boards, titles, 

SOUTIC I ( f f Ct ‘t 5 cartoons, charts, graphs 


and set design. 


music library 





recor | i ne . | A complete 35mm music 
© ; library is available to give 
your film the most in effectiveness 
ee ’ P Music cleared for TJ 
i | l lt 1 ne f , . or motion pictures, 


bs W laboratory faci lit ies ‘ ; Here are skilled, efficient 
- my a personnel and precision 
ee © equipment to fill your needs 
color-correct* prints ' é 7 with speed and economy. 
Byron is a name that means 
dependability and quality 
in the lomm industry . . . 


because Byron’s complete 


facilities were made for every 
; - »vroducer’s complete satis- 
by! Oo rn Studios and Laboratory See 7 . 
. faction. Visit our studios, 


or ask for our illustrated 
1226 Wisconsin Avenue, N.W. brochure and price list. 


Washington 7,D.C. DUpont 7-1800 *Reg. US. Pat. OF 


PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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TWO KINDS OF BELL & HOWELL 


SPECIALISTS 


to serve you and your motion picture program 


Bell ¢Howell 


°° VOLUME 14 ¢ 1953 





makers of the world’s finest 


motion picture equipment 


The New Bell & Howell 


Filmosound Specialist 


Sapphire jewels give critical parts 
1000 longer life. Here is unique 
heavy-duty performance in projec- 
tors! Critical film-handling parts of 
the revolutionary Filmosound Spe- 
cialists are equipped with sapphire 
jewels permanently bonded to metal 
Originally created to meet the rigid 
standards of the armed services, now 
these Specialist projectors standard 
model or magnetic recording —are 
available to you! Sold exclusively 
through the Bell & Howell Special 


Representative Organization 


Special Representative 
Organization Specialists 


Here is a highly professional service 
for users of audio-visual equipment 
Each Bell & Howell Special Repre- 
sentative maintains the finest facili- 
ties to assist you in your motion 
picture program. Without any obliga- 
tion to you, you can benefit from his 
experience and factory training. This 
unusually qualified expert can show 
you the best equipment to suit you 
own needs and your own motion pic- 
ture activities. Individually and as a 
group, B&H Special Representative: 
make up the finest service and sales 


organization in the audio-visual field 


Bell & Howell Company 

7108 McCormick Road 

Chicago 45, IL 

Please send me, without cost or obligation 
complete information on the Specialists and 
the name of my Bell & Howell Special Rep 
resentative 


WIAMB... ccccccccccsvcccccceseseceeeecs 
ORGANIZATION 


ADDRESS 
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Move the Mountain 
to Mohammed 


Mohammed as noted in his parable, once believed 
in the power to move mountains. Of course, he 


failed 


Today, however, 
than 


you hove the power to move 


more mountains. You can demonstrate by 
dramatic motion pictures anything from jet planes 
with TSI “Switcase 


to toy automobiles 16mm 


Projectors 


Over ten years of experience and thousands of 
TS! “Switcase 


eaceptional 


machines in service today prove the 
advantages of these projectors in 


ndustry and sales 


NOTE THESE 

EXCLUSIVE ADVANTAGES — 

Complete Self Operating Unit—No reels of film 
to thread 


to engage — all 


no screen to set up —no sound speoker 


these feotures are together in 


the one unit cose 


“Plick"’ It's On— Just plug into any 115 volt electri 
cal ovitlet, AC or DC, and with a “flick” of its switch 
the TSI Projector is on and running 


Automatic Rewind— Due to exclusive l6mm film 


magazine —film is automatically rewound—no re 


threading necessary—-magazine is power driven 


t's ready to go after every show 


Daylight Operation—No need to draw shades or 
draperies. Crystal clear pictures ore projected on 
the self contained screen in any lighted room 


Compact — Model Dor H (DeVry or Bell and 
only 40 
x 12° 


Howell mechanism)—135 sq. inch screen 


pounds. Easy to carry. Case size—14" x 22 
Forced air cooling 
Projects sound or silent films 


Projects black and white or color films 


BOO ft 


32 min. silent) 


Magazine Capacity 16mm film—(22 


min. sound 
Magazine or conventional reel arm projection 
(up to 2000 ft. lémm film) 

Designed and built by the pioneers of suitcase 
projectors. « 


“Moviematic™ 
Model M 


7 


only 
pounds 
WO" «12 
ideal for sales 
calls 


Write 


TS! Suitcase Projectors 


Technical 


Service 
Incorporated 
—Dept. C-7— 


30865 Five Mile Road 
LIVONIA, MICHIGAN, U. S. A. 


of Electronic 


a 20 


today for illustrated brochures featuring 


Mechanical Ff 


and/or 


juipment 
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Volume 14 


Issue 6 


PREVIEW OF CONTENTS 
Trends in the News of Business Films 
International Magnetic Striping Aids Export Field 


Guest Editorial: Breaking Through the Sales Barrier 


EDITORIAL FEATURES OF THE MontHu 
Public Utilities and the Film Medium: An Editorial Survey 
Champion Paper & Fibre’s Three-Phase Film Program 
Pennsylvania Power & Light Sets Training Pattern 
Business Screen Camera: Personalities and Previews 
“A Diamond Is Forever” the New DeBeers Motion Picture 


Key Man on the Production Line: The Tool & Die Maker 


SIGHT/SOUND FOR VisuAL DispLays: SECTION 
A Background for Visual Selling: Introduction 
Visual Ideas for Point-of-Purchasing Displays 
Using Visuals for Exhibits and Trade Shows 
Motion Pictures & Stills for Home Demonstration 
Useful Tools for Outdoor Sales Promotion, Dioramas 
Significant Displays With Still Projection 

Business SCREEN EpiroriaL DEPARTMENTS 

What's New in Business Pictures 
New Films in the Picture Parade: News-Notes 
The Commercial Newsreel 
People Who Make Pictures 
News of Audio-Visual Equipment & Accessories 


Pius: THe Nationa Directory or Visuat DEALERS 


Office of Publication: 7064 Sheridan Road, Chicago 26 


O. H Coelln, Jr., Editor 


Ken Duncan, Production 


Edward MeGrain, Copy Desk 
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New York City 
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*CHICAGO 
1345 Argyle Street 


NEW YORK 

385 Madison Ave. 

SALES managers are well aware that their salesmen should 
be familiar with the product, should know how to present 
*DETROIT 

it and how to ask for the order. This essential training must 1000 Dime Bldg. 


be repeated over and over. All units in the sales organization, 


however widely separated, must be exposed to it. To succeed, 
CLEVELAND 
1010 Euclid Bldg. 


it must be vigorous and persuasive. 


When a sales message is placed on film, it can be taken to 
all regions and areas simultaneously. It never falters nor 


*HOLLYWOOD 


forgets, and it never loses its eloquence and force. 5981 Venice Blvd. 


Wilding is expert in planning, writing and producing selling 
campaigns and sales programs, large and small, that involve ST. LOUIS 
motion pictures, slidefilms and printed materials, those tried 4378 Lindell Blvd. 


and tested tools of business and industry that are continuously 


and profitably effective. 


CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 


~ MOTION PICTURES + SLIDE FILMS + TELEVISION FILMS 


ns 
me 


**-*DEVOTION TO EVERY JOB-:: 


S ounmdl 
Rceordlim 


Setting the Highest Standards 


in the Industry 























QUALITY - SERVICE - ECONOMY* 


SOUND SYSTEM 


Equipment, experience, skill and 
technique combine to produce 
superior sound recording... 


e RCA variable area sound tracks 
Studio mixing and transfer facilities 
Location magnetic recording 


16mm tracks developed in our 
own laboratories 


Music library on 35mm film 


a 
“i 

J AS * Have you this price list on 

~. S ‘ , . . 

~ your desk? We will forward it 

immediately upon request .. . 


es 





/ 
appeny’. — 4 0! ae MIC. 


1905 FAIRVIEW AVENUE, N.E. @ WASHINGTON 2, D. C. 
phone LAWRENCE 64634 


*-*-DEVOTION TO EVERY JOB:-:: 
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New Columbia 12" Record 
fits any machine in the field 


regardless of tone arm or stylus 


*% Plays as long as 16" records at the 
price and convenience of 12" records. 


% Lighter weight, smaller size, cheaper 
to ship and handle. 


* Far finer surface quality, 
non-breakable vinylite. 


% Place your next order on the new Columbia 
12" record and convince yourself. 


New York Chicago Hollywood 
799 Seventh Avenue 410 North Michigan Avenue 8723 Alden Drive 
Ci 5-7300 WHitehall 4-6000 CRestview 6-1034 
Art Carison, Gen. Mgr. Jerry Ellis, Mer Al Wheeler, Mgr 
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Precision 


rv 


YOUR PRODUCTIONS 
BEST REPRESENTATIVE 


CLOSE CHECK ON 
PROCESSING 

Picture ana sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION’S 
special developing machinery. 


YOUR ASSURANCE OF 
BETTER 16mm PRINTS 


16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip- 
ment — your guarantee that only the best is yours at Precision! 


Precision Film Laboratories —a di- 


vision of J. A. Maurer, Inc., has 16 ) ) | ! y 
years of specialization in the l6mm ) hi 
field, consistently meets the latest de- ] | 
mands for higher quality and speed. . 4 


FILM LABORATORIES, INC 


21 West 46th § 


' 
) 


New York 36, N.Y 
JU 2-3970 











IN THE NEWS OF BUSINESS FILMS 





HE PATTERN OF 1953 for the business 

film medium is taking definite shape as the 

fourth and final quarter of another most 
eventful year begins. 

Technological progress has been a dominant 
factor throughout the year, not only in screen 
techniques such as 3-D and wide-screen, but in 
the definite emergence of color television now 
that RCA’s fully compatible system has been un- 
veiled and moves swiftly toward consumer mar- 
keting. 

The most important paradox of the year must 
be strongly underscored at this point. Whereas 
adoption of new projection techniques such as 
3-D, Cinemascope, etc. are a matter of urgent 
necessity to the entertainment film theatre as it 
fights off the inroads of television upon its box 
offices, the business film medium is literally break- 
ing all attendance figures in every phase of spon 
sored film distribution with standard types of 
pictures. Standard, that is, in a technical sense 

Those who are directly concerned with the 
continuing prosperity of this medium simply can- 
not forget that millions of viewers are available 
through these channels of distribution: the nearly 
half-million 16mm sound projectors owned by 
groups and institutions of all types; upwards of 
200 television stations seeking better films for 
sustaining program fillers; the itinerant projec- 
tionists who show to rural audiences during 
summer evenings; and the drive-in and theatre 
managers who like these free short subjects. 

Hollywood has lately been returning to the 
sensible conclusion that it is still the story that 
counts in pre-determining boxoffice results; that 
the new techniques will be best applied where 
they fit best. i.e. some of the most astute minds 
such as Adolph Zukor and Barney Balaban are 
hinting that the entertainment theatre may yet 
offer a variety of programs in the year ahead. 
including 3-D, Cinemascope or its equivalents, 
standard projection, ete. The entertainment film 
medium will match the technique to the story 


| The advent of The Robe does not imply one Robe 


(CONTINUED ON PAGE TWELVE ) 


WORLD FAMOUS 


synchronous 
magnetic film 
recorder for 
motion pictures 


and television 


STANCIL- HOFFMAN 


921 N. Highland Hollywood 38, Calif. 
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Whether you sell cheese products or chinchillas, there's another 


woman in your life who is all important Mrs. U.S 
Consumer. To tell their salesman more about this woman and the 
effect that their advertising has on her buying habits, Kraft Foods Co. has 


sponsored a most enlightening, interesting new film 


“The Other Woman in Your Life.” 


“Hiphal Ly Vion 


STUDIOS 
HOLLYWOOD: NEW YORK + CHICAGO: DETROIT 
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For Instant Movahility 
and Advanced Design 


“HYDROLLY” 


(TV OR CAMERA DOLLY) 


Hydraulic lift type for fast up 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight sturdy 

easily transported in a sta 
tion wagon. Fits through a 
28" door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


SYNCHRO-FILM-ED SYNCHRONIZER 


A Precision Instrument for 
Synchronization and Measurement of 
16mm and/or 35mm Films 


Any combination of sprockets assembled to 
your specifications. Sturdy cast aluminum 
construction. Foot linear type, with frame 
divisions engraved on sprockets. Contact 
rollers adjusted individually for positive 
film contact. Fast finger-tip roller release, 
sprocket shaft slip lock, complete with foot- 
age counter 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special and Maurer Cameras 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 





INTERCHANGEABLE MOTORS: 

12 Volt DC Variable Speed 8-64 Frames. 

115 Volt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors tor Cine Special, Maurer, 
B & H, Mitchell Cameras, Motors for Bolex and 
Filmo Cameras, and Time Lapse Equipment. 


e LENS COATING 
eT" STOP CALIBRATION 
@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras. 


e@ BAUSCH & LOMB “"BALTAR" 


LENSES and others for Motion Picture and 
TV ras. 


@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, 
Cine Special Cameras. 


Write for full information and prices 
JOHN CLEMENS ERWIN HARWOOD 


NATIONAL CINE EQUIPMENT, Inc. 


209 WEST 48th STREET, NEW YORK 36, N. Y. 
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St. Louis Chamber of Commerce 
Lends Support to Business Films 

* If a cheer, loud and clear, from 
the chamber of commerce of an 
American metropolis can help its 
film makers and sponsors to score, 
picture making points are already 
mounting in St. Louis. 

Convinced it can “be of service to 
the whole community by encourag- 
ing the manufacture, distribution, 
and use of films which provide for a 
better understanding of the Ameri- 
can economy,” the Education Com- 
mittee of the Chamber of Commerce 
of Metropolitan St. Louis has begun 
publishing a series of folders aimed 
at school groups and community or- 
ganizations. As part of its larger 
program for a better understanding 
of the American economy, the cham- 
ber’s Education Committee pro- 
claims: “The past few years have 
seen an amazing increase in both 
the quantity and the quality of 
business films, both those depicting 
business operations and those on 
general community-interest themes, 
such as health, safety, recreation, 
and travel.” 


Encourages Better Films 

“To encourage more and better 
films, and to provide assistance in 
making them available and usable,” 
are key objectives of the committee’s 
Alerting the 
community groups with six direct 
questions, the first folder asks, “Do 


comprehensive cheer. 


You: Need a film for your program? 
Need information on film sources 
and costs? Need help in choosing 
Do You: 
Know where to inquire for films? 
Know what films of local interest are 
available? 


among many offerings? 


Know how much infor- 
mation and entertainment may be 
found in the best of modern business 
films?” 

Awake, the community groups 
may sean the folder’s handy lists 
suggesting sources of further infor- 
mation, where to go for films, what 
good films to see, general catalogues 
and guides, and a representative log 
of “local firms active in films.” 
These include such familiar St. Louis 
Anheuser-Busch, —_ Inc., 
Southwestern Bell Telephone, Mon- 
santo Chemical, the Wabash Rail- 
road, Fouke Fur, International Shoe, 
Midwest Rubber Reclaiming, Pacific 
Intermountain Express, Owens-Illi- 
nois Glass, Missouri Pacific Rail- 
road, McDonnell Aircraft, Alco 
Valve, General Motors, Missouri 
Rolling Mill, Bemis Brothers Bag 
Company. 


names as 


Offers Source Information 

Interested groups are likewise 
urged to write Eugene R. Page, di- 
rector of the chamber’s Educational 
bureau for information. The mes- 


sage also informs its readers that 
many of the local firms or local 
agencies of national firms supply 
their films free or for postage charge 
only. These sponsored films are 
usually available in 1l6mm_ with 
sound and brighten assemblies with 
reel lengths from 10 to 30 minutes 
each, the bureau notes. 

Chiefly credited for this periodic 
cheer is the Chamber’s Sub-Commit- 
tee on Film Information, Radio, and 
Television, composed of St. Louis 
leaders Alfred Fleishman, Fleish 
man, Hillard & Associates; A. C. 
Hoskins, Al Fresco Advertizing 
Company ; Waldo P. Johnson. Web- 
ster Publishing Company; Otis Me- 
Intosh, Ralston-Purina Company; 
C. L. Thomas, Station KXOK; Rab- 
bi Samuel Thurman, United Hebrew 
Temple; and Raymond H. Wittcoff, 
Caradine Hat Company. 


* * * 


Roger Clipp Heads Ad Committee 
for U. S$. Chamber of Commerce 

* Rocer W. Ciipp, general man- 
ager of stations WFIL and WFIL- 
TV in Philadelphia, is the chairman 
of the 1953-51 Committee on Adver- 
tising for the CHAMBER OF Com- 
MERCE OF THE UNITED STATES. 

The committee Mr. Clipp was ap 
pointed to head, in September, 
draws its membership from advertis- 
ing agencies, advertisers, media, and 
universities. The advertising com- 
mittee teams with trade associations 
to form the Chamber’s policy in the 
advertising field. Their common 
goal is a better public understanding 
of advertising and improvements in 
standards and techniques. 

Clipp represents district IL (Penn- 
sylvania, New York, New Jersey, 
and Delaware) on the Chamber’s 
board of directors. He is the first 
board member to come from the 
broadcasting industry. 

* . . 
Victor Animatograph Moves Branch 
to Serve Increased N. Y. Business 
* Due to increases in sales, manu- 
facturing, and export, the New York 
branch office of Vicror ANiMato- 
GRAPH CORPORATION has been moved 
to larger quarters at 551 Fifth Ave., 
according to a recent announcement 
by Sam G. Rose, president. The 
New York office is headed by Hor- 
ACE O. Jones, vice-president of the 
Davenport, lowa projector manufac- 
turer. 
o * * 

Audio-Master Announces Move 
* Aupio-MaAsteR CorPorRaTION, 
manufacturer of three-speed _rec- 
ord and transcription players, has 
moved to larger quarters at 17 East 
45th Street, New York 17. The new 
telephone number is OXford 7-0725. 

The firm’s former address was 


341 Madison Avenue in New York. 
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In acoustically treated sound-proof room, an op- 
erating RCA “400” Projector rotates as noise 
meter indicates noise level from every position. 
RCA Projectors are designed to operate more 
silently even than required by Society of Motion 
Picture and Television Engineers standards. 


” RCA Yf ff) Projector 


the Thread-Easy way 


to show sound films 


Thread-Easy film path makes threading a simple, 
understandable operation. You can thread it, and 
put a picture on the screen in seconds, (In tests at a 
trade show, 473 guests proved you can thread the 
RCA “400” in less than 30 seconds), 


to show sound films 





a 


J — i Check these 6 
UST A WHISPER of nylon gears and precision-built important advantages of 


L parts. That’s all the operating noise you hear from the the RCA "100" Projector 
RCA “400”. Hardly a murmur from the big, husky 











Thread Easy film path for 30- 
motor. No need to turn up the sound to blast out pro- I. pose easing i 

jector noise. ; 
: J : , ‘ ; 2, Low-speed induction motor for 
. (In noise-level tests on five leading projectors, the RCA quiet service-free operation 

**400”’ proved it operates more silently than any of the 3, Floating sprockets for gentle 

others—well below the level of motion-picture engineering film handling 

society recommendations. ) 4, Husky motor, nylon gears for 

. : l ng-t Ppe ili 
/ | For smooth operation, tell apt py 

. your RCA Dealer you want the 5. re cath le Sa 
; RCA “400” 16mm sound projector. 

% . 6, RCA-engineered sound system 
— ( \ for superb reproduction 

\ Pa 


For more information MAIL COUPON NOW 





Visual Products, Dept. 25U j 


Radio Corporation of America, Camden, N., J. 





Please send me your new, free booklet, RCA “400” 


® 
VISUAL PRODUCTS 
RADIO CORPORATION of AMERICA Name— —  - 


r 
| 
| 
| 
| 
| Senior and Junior Sound Film Projectors. 
| 
ENGINEERING PROOUCTS OFPARTMENT. CAMOEN.N.J. | ad 
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PROJECTED PICTURES 
Automatic and Continuous 


show the best in brilliant color and eye-catching image 


sizes on these 


quality projectors. Manufactured by 


specialists in the design and creation of the most 
effective point-of-purchase display equipment in_ the 


field. For all purposes use 


1. the ADMATIC 


presenting 


30 slide scenes in 

brilliant color; 

changed auto- 

matically. A new 

23” x 16" scene 

every 6 seconds! 
* 


For product di pl ivs 
track show exhibits 
dealer salesrooms, tick 
et offices, sales meet 
ings, recreation centers, 
theatre and hotel lob 
bies, et The Admati« 
is your fully automatic 
visual salesman. A cir 
cular slide dise holds 
30 standard 35mm 2 x 
2 slides, can be quickly 
mounted, is easily detached and changed. 750-watt 
Mode rm 


illumination prevides a brilliant sereen image 


case design attracts maximum attention 


Dimensions: Height of cabinet 5S’ 6%” 


Width: 28”; Depth 18”. Screen: 23” x 16” 


Admatic may be purchased or rented. For economical 


terms write direct today 
2. For counter or window display 


its the SHOPPER STOPPER 


An ideal device for 
point - of - purchase 
counter displays! 


SHOWS UP TO 

20 LIGHTED 
COLOR SCENES 
AT 6-SECOND 

INTERVALS! 
(Automatically changed 
Here's a continuous slidefilm projector tnat shows 
brilliantly lighted pictures at 6-second intervals captur 
ing attention with a two-minute visualized story that has 
billboard appeal but occupies minimum counter space. 
Shows picture 9 5/8" x 7 3/16” using loop of 18 


pictures on Somm filmstrip 


FOR RENTAL OR PURCHASE TERMS 
Write, wire or phone DAvis 8-7070 


The HARWALD COMPANY, Inc. 


16 CHICAGO AVENUE 
EVANSTON, ILLINOIS 





TRENDS IN BUSINESS FILMS: 


(CONTINUED FROM PAGE EIGHT) 


after another, much as its proponents would like 
to believe. 

There’s a cue in this common-sense viewpoint 
that confirms the importance of the best in film 
content as our first objective, with the best of the 
new color film processes at our command, the 
freedom of choice of technical ideas to apply 
when the situation warrants its use. 

The big convention, the important “new prod- 
uct preview,” or the series of dealer meetings 
from coast to coast may be perfect vehicles for 
a 3-D or wide-screen film presentation in such 
controlled situations. That is certainly the pres- 
ent opportunity. But no sponsor will want to 
overlook the importance of sufficient standard 
16mm optical prints to serve tens of thousands 
of consumer groups and other channels. 


tk # a 


issociation of National Advertisers and U.S. 
Chamber of Commerce Interested in Films 
*& During this year, some of the nation’s leading 
business associations have given further recogni- 
tion to the importance of films. Charles Percy, 
president of the Bell & Howell Company, ad- 
dressed members of the Association of National 
Advertisers meeting in Chicago on Tuesday, 
September 22. His speech “Breaking Through 
Sales Barriers With New Dimensions in Motion 
Pictures” underscored the vast new 16mm audi- 
ences being reached by sponsored films and ca- 
pably reviewed the four big selling jobs which 
face all corporate presidents today: 

(1) Selling stockholders on the problems and 
programs of management. 

(2) Selling and telling employees the eco- 
nomic facts of life. 

(3) Selling the general public on our com- 
pany. 

(4) (And important) selling 
enough product to equal the tremendous produc- 
tive capacity we have built up. 


today, most 


* The Chamber of Commerce of the United 
States, through its Visual Education Department 
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OPPORTUNITY IN 
NEW ENGLAND 


An additional experienced man, prefer- 
ably age 25-35, is needed in our Motion 
Picture Department. Man selected will 
work closely with present Director in 
steady production of 16 mm. educational 
films, many of which in past have won 
awards in national competition. 


For more complete information about 
this job and its possibilities, write giving 
details of your own qualifications and 
experience, salary expected, etc. to: 


Personnel Department 
AETNA LIFE 
AFFILIATED COMPANIES 


151 Farmington Avenue 
Hartford 15, Connecticut 


1853 — Aetna Life Centennial — 1953 


ia | 
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launched an intensive program of film indoctrina- 
tion along the lines of Mr. Percy’s second ob- 
jective. 

Under the general heading of “Explaining the 
American Business System Through 16mm Films” 
this department is screening “every available 
film in this area.” Within a few months, the 
Chamber plans to issue a catalog of films which 
will be recommended for showing before local 
organizations, industries and business firms. For 
those films which it considers to be outstanding, 
Discussion Leader Guides are being prepared. 
Among the ten guides already completed are those 
covering such films as Big Idea (Swift and Com. 
pany); What Makes Us Tick (N. Y. Stock Ex- 
change); Freedom and Power (General Electric 
Company); Opportunity, U.S.A. (Investment 
Bankers Association); and Inflation (Twentieth 
Century Fund). 


* * * 


Fall Meeting of Industrial Audio-Visual 
Association in Pittsburgh October 13 to 16 


*%& Members of the Industrial Audio-Visual Asso- 
ciation, holding their annual fall meeting in Pitts- 
burgh, Pa. on October 13-16 will hear an opening 
address by Leo Beebe, [AVA president, on “The 
New Era in Industrial Motion Pictures.” A fea- 
tured address by Arthur P. Hall, vice-president 
in charge of public relations and advertising for 
the Aluminum Company of America, will cover 
the topic “Motion Pictures and Visual Aids as 
Viewed by Management” on the opening day. 

Association members in that city will also pro 
vide facilities for the three-day meeting and op- 
tional Friday field trips. These include U. S. 
Steel, Westinghouse, Bell Telephone and Alcoa. 

* * * 

The Christophers Request Stock Footage 

to Help Build Film-TV Programs for Future 
* With the cooperation of at least one prom- 
inent film sponsor already assured, The Chris- 
tophers, famed national human relations group 
headed by Father James Keller, are at work on 
a new series of informative visual programs on 
life and occupations in America. 

For these programs, the request is made of 
similar business film users to supply available 
stock footage on the American scene, business 
and industrial backgrounds, etc. Those who are 
willing to make negative available for duplication 
should write to The Christophers, 18 E. 48th 
Street, New York City 17. Mention this item in 
Business SCREEN when you write. ae 





TYPE TITLES 


Produced up to 
a standard—not 
down to a price 


Knight Studio 


159 E. Chicago Ave. Chicago 11 
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South African diamond mine scene from color motion picture," A Diamond Is Forever” produced 
by Sound Masters through N. W. Ayer and Son agency for DeBeers Consolidated Mines, Ltd 


RBENOND TRE FAR OFE Horton 


In Mexico, South America, Philippines, Thailand, This seasoned, personnel, through wide experience under 
Singapore, and now South Africa, Sound Masters all conditions, has acquired skills that are invaluable 
production crews have travelled far and brought their whether the “location’’ be just down the street or on 


pictures “back alive’. 









SOUND MASTERS 





ESTABLISHED 1937 





the other side of the world. 











MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. | 22" 


165 WEST 46TH STREET, NEW YORK 36, N.Y. haza paate 
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There’s MORE of everything 


you want to see in your Release Prints 


on Type 238 Ansco Color! 


Wiry take anybody's opinion 


on the quality of different 16mm 
color duplicating films, when it’s 
so easy to see for yourself? 
Just order a release print on 
Ansco Type 238 Color, and com- 
pare it directly against your 
original master positive. 
Compare it frame by frame for 
faithful color. . . for sharp defini- 
tion... for clean, white whites. 
Then check the high fidelity of 
the sound track. 
Make this side-by-side compari- 
son just once, and you'll never 
be content to accept anything 
less than Ansco Type 238 Color 
the 16mm positive duplicating 
film that puts “original quality” 
into your release prints. 


Binghamton, New York. 
\ Division ot General Aniline x Film Corporation. **F rom Research to Reality.” 
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Collier’s for June 20, 1953 
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PERFECTION IN THE 
MAKING 


Trifles make perfection ... and in successful film pro- 


duction... perfection is no trifle. 


30 years’ experience has proved there can be no “short 
cuts” or “side steps” in truly superior filmeraft. Quality 
can never be compromised, for every detail counts. 


Your next film can be your finest... regardless of budget. 


May we have the opportunity of showing you how 
. soon? 


Ellwaw 


r= Oo oR.’ .c F ON S 


BGrrr0 


A DIVISION OF NEWS REEL LABORATORY 


1720-31 SANSOM STREET + PHILADELPHIA 3, PENNA. 


RITTENHOUSE 6-3802 


JUDGE A PRODUCER BY THE COMPANIES HE KEEPS 


Camera Eye 


Editorial Notes & Comment 


Postmasters Define Savings and 
Limitations of ‘‘Book Rate”’ on Films 
® Since President Eisenhower's sig- 
nature on Public Law 141 was first 
announced, business and industry 
have been waiting for postmasters to 
begin clarifying the “book rate” for 
films. Signed July 20, the law estab- 
lishes lower postage for films and 
other audio-visual materials under 
certain conditions. 

Particular attention to that part 
of the law pertaining to the mailing 
of 16mm films. slidefilms and similar 
materials was called by Assistant 
Postmaster General N. R. Abrams 
recently as he assisted in the explan- 
atory phase. 


Defines Business Use 

Regarding the shipping of busi 
ness sponsored materials, Abrams 
points out that under the provisions 
of section 31.83 (e), “it is required 
only that the sender or addressee 
(not both the sender and addressee) 

.. be a school, college, university, 
ot public library, or a religious, ed- 
ucational, scientific, philanthropic, 
agricultural, labor, veterans’ or fra- 
ternal organization or association 
not organized for profit and none 
of the net income of which inures to 
the benefit of any private stockhold- 
er or individual.” 

The special rate of four cents for 
the first pound or fraction thereof 
and one cent for each additional 
pound or fraction applies only to 
parcels addressed for local delivery 
in the first, second, or third zone or 
within the state in which mailed, 
according to Abrams. 

No Special Permits 

Mailers do not have to obtain spe- 
cial authority or a permit to mail 
16mm films and related materials 
mentioned in the law at the pound 
book rates prov ided in sections 34.83 
and 34.84, Postal Laws and Regula- 
tions. The endorsement “Sec. 34.83 
(e). PLL. & R.” or “Sec. 34.84 (Ch), 
P.L. & R..” whichever is applicable, 
is suflicient identification. Parcels 
mailed under 34.83 (e), must show 
the sender or addressee to be an or- 
eanization or association in the non- 
profit categories stated by the law. 

Because “films do not have the 
physical characteristics of books and 
for postal classification cannot be re- 
earded as such,” Abrams cautions 
that they are not entitled to the size 
and weight exemption in exception 
(1) of Public Law 199. Parcels con- 
taining films and related materials 
mailed at the book rates are subject 


to the size and weight limits estab- 
lished for fourth class matter by this 
law, embodied in the notice of No- 
vember 1, 1951, when mailed at post 
offices of the first class addressed for 
delivery to another office of the same 
class. 

* +. * 
Aetna Adds “Stay Alert, Alive”’ 
To Long List of Safety Films 
* Lowell Thomas gives a film re- 
port on the story behind the re- 
markable downward trend in indus- 
trial accidents over the last quarter- 
century in a new 16mm motion pic- 
ture, entitled Stay Alert, Stay Alive, 
released by the public education de- 
partment of The A4°tna Casualty and 
Surety Company. 

In the 12-minute film, the vet- 
eran radio news commentator goes 
behind the scenes in a_ typical 
American industrial plant to show 
first-hand how its safety organiza- 
tion has been whittling down the 
toll of accidents, which now occur 
only a third as often as 25 years 
ago. 

Out of this motion picture story 
of a plant safety program emerge 
the factors which have contributed 
to the decline of industrial acci- 
dents: new operations being de- 
signed to prevent accidents, con- 
tinual search by safety experts for 
existing hazards, constant instruc- 
tion of workers in the dangers they 
face, widespread use of machine 
guards, and promotional programs 
to remind workers of the need for 
unending vigilance. 

The film is dotted with scenes of 
potentially hazardous situations 
which are neutralized through an 
alert safetymindedness inspired by 
an accident prevention program that 
starts with top management and in- 
cludes all workers. 

Stay Alert, Stay Alive is one of 
a score of safety films produced by 
‘Etna as a part of its continuing 
loss prevention program. The film 
may be obtained without charge 
for showings through local A°tna 
representatives or through the com- 
pany’s Public Education Depart- 
ment at Hartford, Conn. 


. * * 


Jewell to George F. Foley, Inc. 

® Irvinc JEwELL, former visual edu- 
cation director of the Boy Scouts of 
America, has joined Georce F. 
Fo.ey, INC. as an account executive 
in the industrial films department. 


Public Utility Survey Continues 

* Because of a fine response to the 
initial Business SCREEN survey on 
the use of films in the public utility 
field, the feature has been expanded 
into two parts. A second installment 
will be carried next month. 
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perfection which a Mitchell camera brings 


£ ek : 
\ Se fas Can no other single element of production. 
j * @arch and engineering by Mitchell has 
TtHavd - $ most advanced and only truly 


bnal of Mitchell cameras that 
band 

¥ are to be found wherever 

g successfully used. 

h varied fields as 

d Services, and 


# 
Picture Studios. 


=o 


Productions on the “I Love Lucy” series with Desi Arnaz, right, 
and Lucille Boll. 






A ley Studic 
~ for North American Airlines with this Mitchell ” 
35 “NC’! Ceasar Romero is shown at center. 





666 WEST HARVARD STREET ¢ GLENDALE 4, CALIFORNIA @ CABLE ADDRESS: "MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN © 521 FIFTH AVENUE © NEW YORK CITY 17 © MURRAY HILL 22-7038 
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For COMPLETE 
FILM PROCESSING 


ROUND 
THE 
CLOCK 
SER VICE 


Negative Developing 


First Print Department 


suFOR COLOR 


i Ultra Violet & Flash 
at s Patch Track Printing 


s , 
“a 


16mm & 35mm Release 
Printing 


Quality Control 
Title Department 


22 Cutting Rooms 


FEATURING 
35mm THREE CHANNEL 
INTERLOCK PROJECTION 


MOVIELAB FILM LABORATORIES, INC. 
619 West 54th Street, New York 19, N.Y. JUdson 6-0360 





SIGHT & SOUND 


NEWS OF BUSINESS FILMS 


Film Shows Wire Reinforcement 
Uses in Concrete Construction 


*® Steel sinews which hold together 
the concrete mass of a 20th century 
building will be exposed to view in 
The Builders, a 30 minute color mo- 
tion picture sponsored by the Wire 
Reinforcement Institute, Inc., Wash- 
ington, D. C. 

The film, which Industrial Motion 
Pictures has half completed and 
hopes to finish by the first of the 
year, will tell the story of Welded 
Wire Fabric’s role in past and con- 
temporary reinforced concrete con- 
struction. Location work to date has 
entailed 15,000 miles of travel in 
states from the Mississippi river to 
the Eastern seaboard. Over 6.000 
feet of on-the-job application of wire 
fabric, including tunnels, huge build- 
ings, and city streets have been shot. 

Early rushes show promise that 
The Builders will be full of action 
and scenic beauty. 

* * * 
American Marietta Company Is 
Sponsor of New Product Film 


*& The Industry Builder, a motion 
picture depicting the growth of the 
American Marietta Company, is in 
production at Kling studios in Chi- 
cago and Hollywood, it was an- 
nounced recently by John K. Turner 
of Turner Advertising Agency. 

The company’s president, H. J. 
Hemingway and Lee Boyd of the 
agency are working with the studio 
to develop the 27-minute color film. 
Cameramen will shoot the picture 
on location at the company’s more 
than 60 plants throughout the United 
States and Canada. The Industry 
Builder will also include scenes of 
many users of American Marietta’s 
products to illustrate the part the 
company plays in the industrial 
economy. 

Art Lewis will handle the script 
and Gail Papineau is in charge of 
production. 


* ca 7 


American Indian Artcraft Stars 

In New Santa Fe Railway Film 

*® America’s first artists were its 
Indians and in a certain sense its 
only native artists are its Indians. 
{rts and Crafts of the Southwest 
Indians, a new 16mm, sound and 
color motion picture released by the 
Santa Fe Railway, is the story of 
today’s Indian artisans. 

In two parts, the 22-minute film 
exhibits the creation of beautiful, 
intricately painted pottery from a 
ball of grey clay and handsome 


jewelry from scrap silver and mined 
turquoise and many other works of 
folk art. Part one treats of Navajo 
art; part two is an appreciative look 
at works of Pueblo type Indians, 
such as the Zunis. 

Prints of Arts and Crafts of the 
Southwest Indians are available on 
a free loan basis for showing to civic 
clubs, church groups, employee asso- 
ciations, or school clubs. Address 
requests to the Santa Fe Film 
Bureau, 80 East Jackson blvd., Chi- 
cago 4, Illinois or local Santa Fe 
Agents. 

ia * o 
Wolverine Tube Lists Three 
Current Films for Technical Use 
* Three phases of the manufacture 
of metal tubing are explained in 
three films sponsored by the Wol- 
verine Tube Division of Calumet & 
Helea, Inc., Detroit. The 
sound films are: 

Quality Control—- From Ore to 
Finished Product, a 40-minute color 
story of copper tubing. It begins in 
the Calumet mines of upper Michi- 
ean and shows the removal of ore 
from the ground. Other sequences 
divulge the steps of smelting, refin- 
ing, manufacturing, and fabrication 
of Wolverine tube. 

The Tube of Tomorrow, a 25- 
minute color feature of the corpora- 
tion mines in Michigan. Production 
facilities and techniques of seamless 
non-ferrous tube manufacture in the 
Decatur, Alabama plant are pictured. 

The Leading Role, a 25-minute, 
black and white account of electric- 


16mm 


welded steel tube and its many ap- 
plications. Designed for company 
personnel and engineering and pur- 
chasing organizations, the film has 
significance for designers, specifica- 
tion writers, production men, and 
buyers in the metal working indus- 
tries. 

* a * 
“Decision for Chemistry”’ Released 
* Monsanto Chemical Company’s in 
spirational film Decision for Chem- 
istry is being nationally distributed 
by Modern Talking Picture Service 
exchanges in 28 cities. 





Salesman-Researcher 
Available 


Bright, imaginative young 
man, sales and heavy Social 
Work and use of audio-visuals 
background New York, Chi 
cago, Israel. Working on 
PhD. Available immediately 
for sales, promotion, research 
New York or Chicago. 


Arthur Jordon Field 


230 W. 105th St. NY 25, NY 
\Cademy 2-8773 
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just wreation pictures A swinging pendulum is motion. So is a revolving turntable. 


Both frequently are the props of the window-display man, 


for he knows that motion attracts attention. 
but 


However, motion—though capable of gaining attention — 


moving pictures seldom gains the emotions ; seldom, for example, generates 


desires, awe, compassion, conviction. In brief, 





motion alone rarely will transcend mere visual attraction and 


move the viewer to positive action. 


It is for this reason that Unifilms goes beyond physical 
movement to convey your film-message to your audience. 


Imaginative research, scripting and direction—and 
the imaginative use of sound — are brought into focus at Unifilms 
to stir and influence hopes, ambitions, prejudices, fears . . . 





to create moving pictures rather than simply motion pictures. 
The cost? Well, Unifilms’ clients have been moved 
to express their gratification with the savings effected 


by Unifilms’ economical production techniques. 


It costs you nothing, obligates you in no way, to hear more 
about Unifilms. Why not make a date by telephone . . . now. 


UNIFILMS, INC. 


NOT JUST MOTION PICTURES, BUT MOVING PICTURES 










— 
Ahde Ss 
146 EAST 47TH STREET ro} a —j 225 SOUTH 15TH STREET 
NEW YORK 17.N.Y. - 2) € 8 @ PHILADELPHIA 2. PA. 
MURRAY Hitt 8-9325 = t = KInGsLeyY 5-8013 
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WHEN YOU BUY PROJECTOR CARBONS 


© 


—BUY “NATIONAL!” 


You Cant Hold a Whale 
With a Fly Rod... 


And You Can’t Hold An Audience 
With a Dim Picture 


IF YOU EXHIBIT 16mm FILMS TO 100 OR MORE PEOPLE, 
you can’t possibly provide optimum screen illumination by 
any means except the carbon arc. And the “National” carbon 
arc for 16mm projection is 4 times brighter than the next best 
light source. 


Today, with so many business and educationa' film produc- 
tions under way — with record high attendance and accelerated 
distribution, with constantly improving production quality 
and the imminence of such new film techniques as 3-D — 
audience attention is at a premium. 


Make it a point to investigate the latest equipment for carben- 
arc projection of 16mm motion pictures. You'll find it safe, 
simple, economical ... with a difference in picture quality you 
can SEE. 


The term “National” is a registered trade-mark 
of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation 
30 East 42nd Street, New York 17, N.Y. 


District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 


IN CANADA: National Carbon Limited, Montreal, Toronto, Winnipeg 
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» , : 959 N. SEWARD ST. HOLLYWOOD, 38 
A DIVISION OF “a ? Phone HO 91441 


REPUBLIC PICTURES CORPORATION 
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Dr. Wetzel Will Receive SMPTE 
Award for Magnetic Tape Work 

* Dr. W. W. Werzet of the Minne- 
SOTA MINING AND MANUFACTURING 
COMPANY will receive the Society of 
Motion Picture and Television En- 
gineers’ Samuel L. Warner Award 
for 1953 for his contributions to de- 
velopment of magnetic tapes and 
films for sound recording. The se- 
lection was made by the Society’s 
board of directors. 

The award is presented annually 
as a memorial to the late Mr. War- 
ner, who with his brothers, Harry 
M., Albert and Jack L. Warner, 
pioneered in the field of talking pic- 
tures a generation ago. 

Presentation of the award will 
take place on the opening day of the 
74th semi-annual convention of the 
Society, October 5-9, at the Hotel 
Statler in New York. 

Keynote address, at the opening 
luncheon meeting, will be delivered 
by Henry J. Taylor, radio commen- 
tator and author. All phases of the 
current changes and new develop- 
ments in motion pictures and tele- 
vision will be discussed at the ses- 
sions and meetings of the convention. 

Because of the unusual interest in 
new techniques at this time, the So- 
ciety has announced that the conven- 
tion will be open to every branch of 
the financial and _ entertainment 
management of American show busi- 


ness. 
” * * 


Biological Photographic Group 
Elects Warren Sturgis President 
Warren Sturcis, president of 
Srurcis-Grant Propuctions, INc., 
has been elected president of the 
BioLocicaL PHorocrapHic Asso- 
CIATION for 1954, and has been 
made a Fellow of the Association. 
Mr. Sturgis has been a director of 
the B.P.A. since 1950, and its vice- 
president in 1952 and 1953. 

Mr. Sturgis said there is increas- 
ing interest at this time in the pro- 
fessional work carried on by bio- 
logical and medical photographers, 
in which motion pictures play a 
large part. During the next year he 
plans an expansion of the services to 
members of the B.P.A., and a drive 
to make these services better known 
to the members’ potential profes- 
sional and commercial clients. 


. * * 


Columbia Will Produce Picture 
with Grant from Republic Fund 

* Part of a grant from the Fund for 
the Republic will be used by Colum- 
bia University to produce a motion 
picture on its Bicentennial theme, 
“Man’s Right to Knowledge and the 
Free Use Thereof.” The announce- 
ment was made by Dr. Grayson 
Kirk, president of the university. 


Besides the film, recordings for 
radio broadcast and several pam- 
phlets will be financed by the 
$40,000 grant. A second grant of 
$4,500 is for a two-day conference 
sponsored by Columbia and the 
American Foreign Law Association 
to take place in 1954. 

The Fund for the Republic was 
created by the Ford Foundation 
which endowed it with $15 million 
last February. It is independent of 
the Foundation and exists to strength- 
en the basic rights of the Con- 
stitution, and to “support activities 
directed toward the elimination of 
restrictions on freedom of thought 
inquiry and expression in the United 
States. 

. * o 

Elwood M. Russey, Photography 
Director at Byron, Dies Aug. 26 

# Byron, INc. has announced the 
death, on August 26, of ELwoop 
M. Russey, director of photography. 
An officer and on the board of direc- 
tors, Mr. Russey has been with the 
organization since its incorporation 
in 1938. 

Producers from many parts of the 
world have worked with Mr. Russey, 
called “Russ,” and many will re- 
member him for his effective assist- 
ance and wide technical knowledge 
of the motion picture industry. 

Mr. Russey, 46, is survived by his 
wife and two children. 





EQUIPMENT FOR SALE 


Bell & Howell 35 mm Standard 
Camera Model B Serial No. 950, 
including one 40 mm Cooke coated 
and T Stop lens No. 193833, one 
50 mm Cooke coated and T Stop 
lens No. 184274, one 100 mm 
Cooke coated and T Stop lens No. 
BF2337, one new Richardson Syn- 
chronous Motor for the Bell & 
Howell Camera, one Sunshade 
Matte Box complete, one new 
Camera Equipment Balanced TV 
Model Tripod Model 65 . $3,000.00 
Arriflex 35 mm Camera, Serial No. 
2024 with one 28 mm Schneider- 
Xenon lens No. 1913639 one 5 cm. 
Carl Zeiss Jena No. 3181780, one 
8.5 cm. Carl Zeiss Jena No. 
3210112, one 125 mm Astro- 
Berlinn Lens No. 1540752, one 
Arriflex Blimp and Synchronous 
Camera Motor, four 400 ft. Arriflex 
Magazines, one Arriflex Hi-Hat — 
all new 

Maurer 16 mm camera in case, 
Serial No. 261, one 1” Baltar lens, 
Serial No. BF-1430, one 2” Baltar 
lens, Serial No. CF-259, one 3” 
Baltar lens, Serial No. BS-2017, two 
400 ft. Maurer Magazines 


L. F. Fitzpatrick 
1700 S. Second Street 
St. Louis 4, Missouri 
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AIRE LEFT-HANDED > [as 


When your sponsored film is distributed by Modern you get a nose count 

of the number of people in the audience for each booking. We can't tell you 
how many of those people are left-handed, but we can, and do, give 

you tabulated reports in detail and summary that make it easier for you to 
analyze the effectiveness of your film program and make it easier 


for you to prepare precise management reports. 


The regular IBM certifications that Modern furnishes to its clients 
tell how many people (of course) and also tell audience statistics 
by state, sex, age level, type of organization, ten ranges of city size, 
and NOW by 169 metropolitan markets. 


Our new exclusive facility for reporting circulation by metropolitan area 
classification gives you an exact picture of how much of your 

circulation is truly urban and how much is rural... and if you want either 

one without the other, our matching promotion and booking controls can 
generate the one type of circulation that is most valuable to you to the 


exclusion of the other. 


This extra benefit for you comes at no extra charge, and is in addition to the 
promotion, care of prints, and the many other things we do to provide 
a complete service for the distribution of sponsored films. 


Modern is a service business. . . serving the sponsor and serving the audience 
serving both to the best interest of each and to the best of our ability. 
We feel that our merit is attested to by the number of leading 
companies and associations that have selected Modern as their film distribution 
specialists after complete surveys of all other methods. It will pay you, too, 
to find out what Modern can do for you. 


Get complete information about Modern service by phoning or writing 
to any of our addresses listed below. 


MODERN TALKING PICTURE SERVICE, inc. 


NEW YORK: 45 Rockefeller Plaza . JUdson 6-3830 
PHILADELPHIA: 243 South Broad Street e Kingsley 5-2500 
CHICAGO: 140 East Ontario Street ee DElaware 7-3252 
LOS ANGELES: 612 South Flower Street e MAdison 9-2121 
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With Men Who Know Motion Picture Projectors Best! 





DEVRY BASIC MECHANISMS ARE USED 
IN POPULAR PROJECTORS MADE 
BY OTHER MANUFACTURERS 


The quality of a manufacturer's product is the backbone of his 
business. He must be positive that every element that goes into it is 
the finest he can obtain. Because their rigid specifications demand 
the best, many manufacturers use DeVry basic mechanisms in the 
production of their products (three of these manufacturers’ products 
are featured in this advertisement 

These manufacturers and their engineers—the men who know 
16 mm. projectors best--RELY ON DeVRY, sure in the knowledge 
that DeVry equipment has no competitive equal. Their choice should 
be your personal guarantee of the superior workmanship, unmatched 
performance, and unparalleled quality found in all DeVry products. 

Because industrial leaders have acclaimed DeVry as their “Ist 
Choice,”’ more people everyday are saying, “AS HARD AS YOU TRY, 
YOU CAN'T BEAT A DeVRY.” 


TECHNICAL SERVICE, INC. 


When Technical Service, inc. wanted a light- 
weight, yet compact, mechanism that delivered a 
high quality picture and crystal clear sound, they 
picked the DeVrylite “‘5"’ as the basic unit for use 
in their ‘“Suitcase"’ projector. This TS! product has 
a@ 2000-foot film capacity and delivers a 55-minute 
program in either color or black and white. Using 
the DeVrylite “‘5” basic mechanism, it affords 
unparalleled results for selling, on-the-job training, 
or business meetings. 








cef Fu L FAZLTS ABOUT THE 
Ni Yipysan 
BEVRYLITE ‘*5”’ 


By competitive tests, 
the DeVrylite “5"’ and the 
DeVry JAN have no equal 
@ Hecause of its . 
light weight and in the 16 mm. sound motion 


easy portability, picture projection field 
the DeVrylite "5" . 
page pall A For heavy duty use and 


known as ‘the 35 mm. sound and picture qual- 
theatre in a suit ity the DeVry JAN. stands 
— alone. 

The lightweight DeVrylite 
“5S”, which guarantees a pro- 
fessional performance every- 
time, isa product that is backed 
by 40 years of experience and 
research, 

Any DeVry dealer will 
be glad to give you a free 
demonstration or, if it can 
be arranged, he would prefer 
to make it a competitive dem 
onstration to show the su 
perlative qualities of DeVry 
products 


@ The DeVry JAN, after years of research, was 
built for the exclusive use of the Armed Forces 
of our nation. This unit, because of its superior 

ity in sound and projection, is replacing all 
other 16 mm. sound units in the United States 
Army and Navy 


¥ 
BUSCH CINESALESMAN 


The new Busch “Cinesalesman," an outstand- 
ing continuous projector known for its versatility 
and dependability, employs DeVrylite 5" equip- 
ment as its basic projector and sound mechanism. 
Sharp, steady, and clear pictures coupled with 
high fidelity and undistorted sound, are accom- 
plished every time with the “Cinesalesman” for 
more effective sales programs, training films, and 
on-the-spot de trati 








\GEO. Ww. 
/COLBURN 
LABORATORY 
INC. 


Film producers make 
a “first print” right 
every time in the 
cutting rooms and 
recording studios 
with this double 
system 16 mm. pro- 
jector developed by 
George Colburn 
Laboratory Inc. To 
assure perfect “‘pro- 
fessional" results 
every time, DeVrylite 
“5” units were cho- 
sen as the basic 
sound and picture 
mechanisms. 


DeVry Corporation 
1111 W. ARMITAGE AVE., CHICAGO 14, ILL. 
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It's here the most complete laboratory service in color and ready now! 


Yes — our color printing service has been expanded to include all the 


new techniques of the NEGATIVE - POSITIVE PROCESS in both Eastman and Ansco color 





Today for instance you can produce your new subject in the NEGATIVE - POSITIVE 


PROCESS and obtain both 16mm and 35mm release prints of amazing beauty and color fidelity. 


Certainly we have a well rounded production service; it includes: 


Developing 35mm Eastman or Ansco Negative 
16mm or 35mm Negative — Positive dailies and release prints 
Separations, internegatives and opticals 
16mm Kodachrome or Ansco reversal 
SCENE TO SCENE COLOR — CORRECTED prints, either 


contact or reduction 


Black and White reversal prints now! 
Edge - numbering vere yead) 
t 
Negative matching Remem 
goa . 
mA 
} javds @ 1a 
’ tanee 
quality ’ 
| pighes! 
pe we 
ath only 
All done ™ 


rself- 
wry $0" a 
not 


Color Service CO., inc. 


115 W. 45th ST., NEW YORK, N-Y. 


— 
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NOW 


Synchronous 


with your present Tape Recorder! 


Does your present tape recorder operate at 15 cps? Then add this 
compact, inexpensive unit and get lip-synchronous sound track 
recording “on location”, using standard 4" tape and a minimum of 
equipment. 

The Fairchild Model 141 generates control track for picture 
synchronous recording, “mixes” track simultaneously with pro- 
gram material at 30 db down. No interference with immediate 
playback. Effect substantial savings by using only the good “takes”. 
Sound studios will process your tape and transfer to film, or you 
can play tape back in perfect synchronism with a Fairchild 
Pic-Sync Tape Recorder. 


Fairchild Model 141 
Control Track Generator 

is compact, portable 

$200 f.0.b. Whitestone, N. Y. 
5%" high, 11%" wide, 

11%” deep; weight 10% Ibs. 


World’s Finest 
Professional Tape Recorder— 


FAIRCHILD Model 126 


Fairchild Model 126 

Professional Tape Recorder (left) 
with patented Syncroll Drive 

and Pic-Sync Attachment (above) 
installed within console. 


No other Tape Recorder offers all these EXCLUSIVE FEATURES! 
SYNCROLL DRIVE insures exactly synchronous tape speed, 
gives accurate program timing, on-pitch reproduction. 
PIC-SYNC ATTACHMENT (optional) corrects for tape 


stretch, shrinkage, provides absolute lip-synchronous timing. 


AUTOMATIC FRAMING CONTROL (with Pic-Sync) 
brings recorder into frame with projector or other equipment, 
regardless of difference in starting times. 


OVERSIZE CAPSTAN with 180° tape wrap 


eliminates slippage. 


HIGHEST SIGNAL-TO-NOISE Ratio of any tape recorder 


assures minimum distortion in recording and dubbing. 


Write for illustrated literature and prices. 


IRCAIL RECORDING: 


EQUIPMENT: 


Eighth Ave., Whitestone, N. Y. 











SIGHT AND SOUND 


* Louis D. Snader, president of the 
National Society of Television Pro- 
ducers, was in New York last month, 
conducting a series of talks with 
Melvin L. Gold, Board Chairman of 
the National Television Film Coun- 
cil, with regard to the establishment 
of a West Coast chapter of the 
NFTC. 

According to Mr. Snader, the con- 
summation of such an arrangement 





would in no way affect his present 
organization, which is comprised 
solely of television producers, film 
and live. The National Television 
Film Council includes all program 
entities in television, including film 
producers and distributors, television 
stations, advertising agencies and 
publications. 

Mr. Gold, NFTC’s chairman, was 
recently honored at a_ testimonial 
luncheon in New York in recogni- 
tion of his many contributions to the 
film and television industries. 


* * * 


McGregor Products Announces New 
Color Duplicating 16 & 35mm Film 
* A color duplicating film planned 
for commercial use in making quan- 
tity prints of motion pictures and 
slidefilm duplicating was recently 
announced by McGrecor Prop- 
ucts Company. The new film will 
he made in both 16 and 35mm, with 
single or double perforation. 

All McGregor film is of the sub- 
tractive type with dyes added dur- 
ing selective reversal processing. 
Production for the last six years 
however, has been solely for the am- 
ateur market. 

Several of the features of the new 
film are completely new according 
to William J. Brown who developed 
it. Color balance is fixed by using 
the same emulsions for the blue, red 
and green, allowing one standard 
filter pack to be used for all different 
emulsions. Exposure index of the 


film is Weston 1. 


AMPRO’S new president-elect is Mr. 
Herbert P. Niemann. 


Herbert P. Niemann Is Named 
President of Ampro Corporation 

* Hersert P. NrEMAN was elected 
president of AMPRO CORPORATION, 
manufacturers of 16m sound mo- 
tion picture projectors and tape re- 
corders, last month according to 
an announcement by HERMANN G. 
PLACE, president of Ampro’s par- 
ent company, General Precision 
Equipment Corporation of New 
York. 

In announcing the election Mr. 
Place said that ARTHUR J. PALMER, 
Ampro president since 1947, had 
resigned to undertake special as- 
signments for GPE. 

For the time being Mr. Niemann 
will retain the position he has held 
since 1948 as president of Hertner 
Electric Company, another GPE 
subsidiary which manufactures elec- 
trical rotating equipment in Cleve- 
land. Most of Mr. Niemann’s time 
will be devoted to his new responsi- 
bility with Ampro. 

Born in Germany, Mr. Niemann, 
now Sl, emigrated to the United 
States in 1926. He is a graduate of 
the University of Hamburg and at- 
tended Northwestern University. 





SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 


SCRIPT WRITER 
AVAILABLE 


Experienced. Strong on plot 
and technicalities—chemistry, 
radio, electronics, gasoline en- 
gines. Also public relations 
and sales promotion experi- 
ence. Free lance or full time 
considered. Address: 


Frep E. Esper 
3707 North 58th Boulevard 
Milwaukee 16, Wisconsin 
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“From every indica- 
tion, ‘‘Green Prom- 
ise’’ will have more 
impact on agricul- 









tural America than 
any agricultural film 
yet produced." 
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“Whatever ‘Communications 
For Civil Defense’ cost, it 
is worth a MILLION.” 





put them all together, they spell C-0-N-F-I-D-E-N-C-E 
... the confidence each client has in YOU-U-U-Uj! 


a Murphy Frnbicaiioniii 


723 SEVENTH AVENUE ° NEW YORK 19,N. Y. ° PLAZA 7-8144 . 
DISTINGUISHED MOTION PICTURES FOR INDUSTRY AND TELEVISION 
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and the talk is all about 


the most complete motion picture 


service for producers 


all this at 


cineffects, inc. 


115 W. 45th ST., NEW YORK, N. Y. 


and now the most recent development 


Eastman neg.-pos. color for art, 


animation and special effects 


talk it over with us, 


you won't regret it 


Cl 6-095] 





Films to promote world trade— 


International Magnetic Striping Service to Expedite 
Wider Use of Business Films in Lands Abroad 


M AGNETIC STRIPING of motion pic- 


ture film has been a boon in 
many ways, serving industry inter- 
nally and in the sales field but none 
of its applications are so clear-cut 
and interesting (or profitable) to 
business as that of the export field. 
Baffling to export managers for 
many years has been the problem 
of converting good company films 
on products going overseas (and on 
U. S. facilities, etc.) so they are both 
palatable and understandable in 
many lands abroad. The cost of go- 
ing to optical printing in this case is 
nearly always insurmountable when 
only a print or two per country is 
needed for the company branches 
involved. 


Many Different Dialects 

Then, too, getting a faithful trans- 
lation is just one of the further 
problems and getting that transla- 
tion into the proper dialects or 
phrasing of the land for which it is 
intended has constantly slowed the 
use of business films abroad. 

In this important era of develop- 
ing foreign markets and of encour- 
aging foreign trade and training as 
key elements in our business and 
political policies, the arrival of mag- 
netic striping and recording coupled 
with a new international service that 
combines the translation and com- 
mentary services into one useful and 
economical package is indeed a real 
boon. 


Use Regular l6mm Prints 

That is the service performed in 
16 foreign lands through one central 
organization, headquartering in 
Paris. Pyral of 2, Rue Beranger, 
Paris (3) France requires only dupe 
negative or your surplus prints ed- 
ited for overseas use. They are 
prepared through a family of licen- 
sees with equipment located in such 
countries as France, Italy, Belgium, 
Holland, Switzerland, Germany and 
Great Britain (in Europe) to fur- 
nish branch offices of firms in those 
lands of Europe with faithful trans- 
lations and local commentaries of 
your export films. 

In Asia, Pyral has licensees in 
such lands as Siam, British Malaya, 
and India (this fall) and in Latin 
America, Pyral has set up arrange- 
ments in Chile and Uruguay, Colum- 
bia and Cuba (the latter this fall). 
Other lands include Australia, South 
Africa and Portugal (also this fall). 
Other arrangements are being made 


for Brazil, the Philippines, Egypt, 


Turkey, and Hong Kong (late this 
fall). 

Obviously, Britain and South Af- 
rica don’t require much in the way 
of translation but it helps to have a 
local personality on the sound track 
or arrangements can be made with 
branch personnel there or in other 
countries to do the sound track if 
they’re suitable, and available. 


Standards Are Maintained 

Working with projector manufac- 
turers in France, Great Britain, 
Spain, Switzerland and the United 
States, Pyral has gone about this 
carefully and thoroughly. Their 
sound standards are high and they 
are working with stereophonic tech- 
niques (as we are in the U.S.) as 
well as maintaining the quality of 
magnetic recording by their affiliates. 

Typical of the good ideas which 
are expanding the horizon of the 
business film, this international serv- 
ice will be well worth the investiga- 
tion an airmail letter to Pyral in- 
volves. Uae 

* o . 
“Food for Freddy"’ Should Teach 
Mothers, Tots, Teachers Nutrition 
*% Mothers and teachers have often 
had a hard time proving to their 
young ones that there’s more to eat 
than candy and ice cream, but Food 
for Freddy appears to be just what 
the nutritionist ordered. 

It is a new 16mm, color film spon- 
sored by the Department of National 
Health, Ottawa, Canada, and pro- 
duced by Crawley Films Ltd. For 17 
minutes the film reels out examples 
and guidance to show that eating 
patterns do much to determine 
health. “Canada’s Food Rules”— 
specific edibles wisely grouped for 
Freddy’s best munching interest and 
strength; the vitamins and protein 
essentials of a good school lunch; 
hints on meal planning, buying, and 
storing —- are shown to aid the 
mothers of many little Canadian 
Freddies. 

To hold Freddy’s attention and 
sell him on the wholesome idea is a 
sequence featuring sturdy, lively 
white rats, the models of a balanced 
diet, in contrast to undernourished 
white mice that were victims of a 
restricted diet. 

The English speaking version of 
Food for Freddy is being distributed 
hy the National Film Board of Can- 
ada. A French Freddy is now in 
preparation by Crawley. ye 
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PANORAM DOLLY 


New life! New action! New drama! New interest! .. . are 
achieved by pictures made with the Houston-Fearless Pano- 
ram Dolly. Gives cameras complete mobility, produces smooth 
pan effects, angle shots, running shots, dolly shots and count- 
less special effects. Raises camera from low to extreme high 
position smoothly and silently. Dollies in and out of scenes 
quietly on rubber-tired ball bearing wheels. Dolly track avail- 
able. Deluxe model can also be moved sideways. Running 
board attaches to side, if desired. Very maneuverable. Proved 
completely dependable by leading studios in Hollywood and 
throughout the world 


FRICTION HEAD 


Provides smooth, easy panning and tilting of cameras. Pans 
360° on ball bearings. Tilts 45° up or down with camera 
counterbalanced at all times. Variable drag and brake are 
provided on both pan and tilt. Adjustable handle. Fits 
Houston-Fearless and other standard tripods, pedestals, 
dollies and cranes. 


ALL-METAL TRIPOD 


Combines extreme ruggedness, adaptability, rigidity, case 
of operation and portability not found in any other tripod 
For studio or field use. Levels automatically. Tubular steel 
legs are easily adjusted for height —lock positively to pre 
vent slipping. Folds compactly. Two sizes: % and full length 





TRIPOD DOLLY 


Gives convenient mobility to tripod-mounted cameras, In 
the studio, it offers a rapid means of moving camera 
Wheels swivel for maneuverability or can be locked paral 
lel for straight line tracking. In field, provides easy means 
for positioning camera. Strong, lightweight tubular steel 
Folds compactly 


— 
4, 
e Y Ve THE HOUSTON-FEARLESS CORP. 


1181) W. Olympic Bivd., Los Angeles 64, Calif 
H AY y x N Please send catalogs on Friction Head Tripod 
Tripod Dolly 


Panoram Dolly Film Processors 
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Take your audience out of their seats ... 


AND MAKE PARTICIPANTS OF THEM! 


Sarra audience participation training films will increase retention 
and cut your training time and costs. 





Audience participation training films are an ingenious and novel method 
which projects the trainee into your problem situations and identifies 
him with your message. A question and answer format leads him into 
accepting correct procedures while understanding and rejecting 
unsatisfactory methods. It’s a technique that Sarra’s 

permanent staff of training and merchandising experts 

uses with unique skill and showmanship. 

Sarra studios, specialists in visual training, have prepared 

audience participation and other types of training films 

for an impressive list of clients. 

A Sarra representative will be pleased to discuss the application of proven, 
effective Sarra techniques to your visual training problems. There is no 
charge or obligation. Just phone or write your nearest Sarra studio. 


------------- 2-22 -- - Sarre} 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


TELEVISION COMMERCIALS © PHOTOGRAPHIC ILLUSTRATION © MOTION PICTURES ¢ SOUND SLIDE Films 
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You can pin your faith to TELEFILM 
STUDIO'S three-cornered policy of patience, care and 
intelligence in the handling of motion picture film. 


With a nurse’s vigilance, TELEFILM supervises developing 
... editing ...narration...sound... 
animation... music — all the various 

specialized details required to give you a final print 
in COLOR or black & white. 


And too, because TELEFILM’S facilities are all under one 
roof, you, as a producer, are assured of undivided 
responsibility while your film is being completed. 


- Inquiries concerning any phase of your film production 
are invited. Cost estimates will be promptly returned. 


Thousands know that when film work is needed, TELEFILM 
STUDIO will do the job rapidly, efficiently and with quolity. 


6039 Hollywood Boulevard 
Hollywood 28, California 
Phone HOllywood 9-7205 





TELEFILM 





INCORPORATE D| 





Since 1938 


“Telefilm makes better motion pictures” 
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HESE EXCERPTS from Mr. Percy’s recent 
ANA 


worthy because of their broad approach to 


address seemed particularly note- 
the film medium’s application in meeting today’s 


vital problems of management. We quote: 
* a * 


.. . In 1937, while attending the University of 
Chicago, along with several hundred other stu- 
dents in a physiology course, | was struggling 
with the elusive facts about the nervous system of 
the human body. After six weeks of lectures and 
laboratory work we felt ill-prepared for our im- 
pending examination. In the final few minutes 
of the last lecture session Professor Carlson an- 
nounced that a twelve minute animated sound 
motion picture would be shown that had just 
been completed. I think our class learned more 
in that twelve minutes than we had in the preced- 
ing six weeks. For the first time I realized the 
power of the motion picture in transmitting ideas 
through sight and sound. The next summer | 
signed up with Bell & Howell. After fifteen years 
of working with motion pictures | am a more 
rabid enthusiast than ever. 


Fifteen years ago the use of industrial motion 
pictures was comparatively limited. Tremendous 
progress has been made in the past few years. 
Armour and Company in the last three years 
alone has tripled its film activities. General Mills 
in 1916 had six pictures and 400 prints. Today 
they have 2500 prints of 30 films available for 
free loan to the public. In five years they antici- 
pate having 10,000 prints in their library. 


Audience Demand Outweighs Film Supply 


Today, despite the huge growth of business 
films. the Watt Street JourNAL has found that 
the demand for pictures to show far outweighs 
the ability of companies to provide the films. The 
Santa Fe Railroad in 1951 turned down 6700 
requests for films, and states that their films are 
now booked four months in advance and are 
played annually to an audience of 23,000,000. 


Television, if anything, has proved that the 
combination of sight and sound are the most ef- 
fective tools yet devised for selling. The demand 
for industrial movies for showing to selected au- 
diences has tripled since the beginning of tele- 
vision and it is estimated that this year business 





BREAKING THROUGH SALES BARRIERS 


-..- with new dimensions in motion pictures 


firms will spend a quarter of a billion dollars on 
their movie programs. 

Top management today faces four big selling 
jobs and these four jobs probably consume 90 
per cent of the time and constitute 90 per cent 
of the worries of corporate presidents today. 


These four selling jobs are: 


Ist. Selling stockholders on the problems and 
programs of management. 


2nd. Selling and telling employees the eco- 
nomic facts of life. 


BUSINESS 
SPEECH OF 


SCREEN 
THE MONTH 


{ Condensation of the Address 
Given by Charles H. Percy, President 
of Bell & Howell to the 
{ssociation of National Advertisers 


at Chicago, September 22, 1953 


rd. Selling the general public on our com- 
pany. 
Ith. (And 


enough product to equal the tremendous produc- 


today, most important) selling 


live capacity we have built up. 


Many of the outstanding success stories of mo 
tion pictures being used in connection with the 
first three areas of selling are well known to all of 
us. If we were asked to name a company with 
exceptional stockholder relations probably Gen- 
eral Mills would pop into our minds almost im- 
mediately. Their regional stockholder meetings 
and their use at each of these meetings of a short 
film reviewing the progress of the past year, has 
civen their stockholder relations tremendous im- 
pact. 

Practically every company represented here to- 
day uses motion pictures in connection with its 
employee relations program. Ted Hauser, Vice 


This recent St. Louis audience viewed 


Vonsanto’s “Decision for Chemistry” 


Chairman of the Board of Sears Roebuck & Com- 
(credited by General Robert E. Wood as 


indicates 


paany 
being the world’s greatest salesman) 
that Sears now use a 22-minute indoctrination 
film and a series of eight economic educational 
films throughout their entire organization. 


Ted Hauser states “the company has found that 
these films, combined with discussion, do an ex- 
cellent job of transmitting this kind of subject 
material and the result is a feeling of pride and 
interest in the company on the part of the em- 


ployees.” 


3 Million Saw These Economics Lessons 


The Borg-Warner-Inland Steel film Jn Our 
Hands was originally produced for showing only 
to their own employees. It has now been seen 
by over 3,000,000 people, however, and a great 
public relations job has therefore been accom 
plished as a by-product. The same can be said 
for the exceptionally fine film /n Balance released 
by the Burroughs Corporation. 


But it is in connection with selling product that 
films have done their most outstanding job. I 
presume that it is because of the availability of 
product of every type, that today we are experi 
encing the greatest demand for motion picture 
sound projectors in our history. To understand 
why this tremendous demand exists, we need only 
look to the underlying problem involved in selling 
a particular product to a public that is today re 
luctant to spend money without good reason, 


We Need to Motivate Desire to Buy 


We most certainly cannot sell product to people 
who do not want to buy. And as we know, people 
do not necessarily buy things simply because they 
A tramp walking around with $3 in 
his pocket will give top priority to cigarette pur 


chases rather than a pair of shoes, much as he 
needs the shoes. Our constant problem in con 
nection with the tremendous selling job we face 
is to create a desire on the part of people to own 
our products and to have that desire strong 
enough so that they are willing to open up their 
pocketbooks. Creating a really strong desire is 
going to be all the more important as top man 
agement begins to tighten company belts, trim 
(CONCLUDED ON PAGIH 


FORTY-SIX ) 








NY 

y Public Relati ee 
: ) us | 20 mins. 
il E FACTS” re insurance. companies 
y | I) : 7 : ane neon aoa Board of Fie Und 
ICLULES ° : ; 
. y ( ; 


20 mins. 


I film for schools including an historical 
d answering the ques: 


“TIME” 
An educationa 
review of time-keeping devices an 


tion: “What is time?” 


“PIRST IN FLIGHT” 20 mins. 
beginning with the Wright 


A history of aviation, 
Brothers and ending with today’s latest planes 
“THE L 
orgy ROAD” 
for the of seven in 
oil Stitut 
during 1935 (ot omotive re and S€T Vice ; 180 Mins, 
to 1945 *8ricultural § {raining Glee 

¢ s 

* Produced 


and others 


HAT 
DO 
30 mins taxation propia’ about a 
ning Gui 4 oast , — State and j 0 Mins 
d its raitroas 
ad 


a) 
ol vaimarion 


“8 
proce lor 


1€ gtr ikin® bd 


Send for 
““A FEW FACTS ABOUT AUDIO” 


AUDIO PRODUCTIONS, INC 


P 
630 NINTH beet chet eet head ae ' 
Tabet SAIN Oe TER BUILDING + N . 
S ee > * NEW YORK, N. ¥, 


; A ta 
> + Pe 


+ 
= * 



















fi 
l 
( 





_ 


A MONG THE FOUNDATION STONES 
of our dynamic economy, 

American free enterprise is 
exemplified by the many hundreds 
of public utilities, providing most 
of the power which runs the nation. 
Local gas and light companies, 
giant state and regional power sys- 
tems and sprawling gas transmission 
lines constitute the largest segments 
of the public utility business in the 
nation. 

Representatives of these elements 
of private enterprise were recently 
surveyed by Business SCREEN, and 
the replies, as well as findings of 
our own research staff, show that 
the film medium functions in many 
useful ways throughout the utilities 
field. 

Regulated to the hilt by state and 
federal commissions. as well as local 
governments, the power utilities are 
justly proud of the record of pro- 
ductive development, economical op- 
eration and service in their terri- 
tories. It is this theme which they 
document most often on the motion 
picture screen. 

Gas and electric companies also 
employ motion pictures to attract 
investors to the regions they serve, 
to explain their functions and opera- 
tions, and to tell the story of the 
American economic system they so 
strongly believe in. 


Awards to Utility Films 

¢ Recognition of the film medium 
as an important part of utility pub- 
lic relations programs is aflorded by 
the selection of outstanding utility- 
sponsored films in the Public Utility 
Advertising Association’s annual 
Better Copy Contest. 

Representative of films receiving 
honor in the industry are the 1952 
selections. First award went to the 


Water and 


Company's /HHarnessed for Horse- 


Pennsylvania Power 
power—the story of how private 
enterprise developed the Susque- 
hanna River for the good of the 
whole region. 
Forecast—Continued Prosperity, 
a Beeland-King film describing the 
Tri-State region served by the South- 
western Gas and Electric Company, 
won the second award. Its message 
has a dual appeal to residents of 
the area and potential investors. 
Tied for third were the Consumer’s 
Power Company's Meet Outstate 
Vichigan, another Beeland-King 
production, and Junior Grand Na- 
tional Livestock Show of 1951, pro- 
duced by W. A. Palmer for the Paci- 
fic Gas and Electric Company. 
Other utility-sponsored films such 
as the Columbia Gas System's Leg 
end of Dan and Gus, the Cleveland 
Illuminating Companys Best Loca- 
tion in the Nation. and Our Sileat 
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Films Serve the Utility Companies 


EDITORIAL SURVEY REVEALS GROWING USE OF CONSUMER AND TRAINING 
FILMS AMONG UTILITY FIRMS AND ASSOCIATIONS FROM COAST TO COAST 


Partner, sponsored by East Ohio 
Gas Company, Hope Natural Gas 
Company, and Peoples Natural Gas 
Company. have received national 
recognition in film’ festivals and 


other competitions. 
Association Film Activities 


* Representing various branches 
of the industry and performing im 
portant audio-visual services, are 
the several associations of the utility 
field. Among the most important are 
the American Gas Association, with 
a membership of 5,000) producers 
and suppliers of gas and manufac- 
turers of gas appliances and supplies. 
and the Edison Electric Institute. 
re presentative ef 200 electric utility 
companies. 

A.G.A. Serves Three Ways 
® The American Gas Association 
serves its part of the utility field 
with films that perform three im- 
portant functions: 

At its New York headquarters the 
Association maintains a library of 
beth its own films and those pro- 
duced by member organizations. 
Most of the subjects are sufliciently 


broad in concept to make them suit 
able for showing in almost any gas 
company’s territory. 

This public relations film activity 
is somewhat limited but growing. 
Sixty-six prints of 38 different titles 
are stocked, and bookings average 
300 a year from this A.G.A. central 
source for films. 


Motion Picture Productions 


As the originator of broad, in- 
dustry-wide promotions of gas as a 
cooking fuel, the A.G.A. has co- 
operated in, or produced, three color 
motion pictures: 

Vew Freedom in Her Modern 
Gas Kitchen, a 14-minute film pro- 
duced in cooperation with McCall's 
Magazine, depicts a newlywed who 
goes to her gas company for advice 
on kitehen planning. The utility’s 
planning bureau gives her many 
good ideas, and the picture procedes 
to show the transformation of an 
old-fashioned room into a New 
Freedom gas kitchen. 

The rigid tests that gas ranges 


must pass in order to win an A.G.A. 


Runa ELECTRIFICATION is an important phase of Consumers Power Co. of 


Vichigan operations 





seen in “Meet Outstate Michigan.” 


\pproval Seal, and the additional 
requirements for the “CP” emblem, 
are explained to consumers in Win- 
ning Seals of Approval. Appetizing 
food prepared in attractive, gas 
equipped kitchens helps this educa- 
tional film double as an effective 
promotion tool. 

The Commercial Cooking Pro 
motion Bureau of the A.G.A. pro 
duced and now rents a 22-minute 
film aimed at large scale users of 
cooking gas. Called Where Food Is 
Finest, it takes the audience on a 
tour of the most modern installa 
tions of commercial cooking equip 
ment for hotels, restaurants and 
other volume kitchen operators. 


Slidefilms for Training 

For direct training assistance to 
its members, the A.G.A. is providing 
sound slidefilms such as its 12-part 
series on Basie Principles of Resi- 
dential Gas Salesmanship. Said to 
be a complete course in selling gas 
appliances for salesmen in gas utili 
ties, the series includes printed 
texts and other materials, and covers 
all of the latest selling methods as 
well as the salesman’s basic prob 
lems. 

Other sound slidefilms produced 
hy the Association include a. six- 
part general training series on the 
Fundamentals of the Gas Industry, 
and Heart of the Home, produced 
from research done by the New York 
lieart Association. It shows how a 
woman afflicted with a heart ailment 
kitchen into a 
modern step and energy saving work 


transformed hes 


place. 

All of the slidefilms produced by 
the A.G.A. are for sale only. 

As a producer, the American Gas 
Association has made valuable con 
tributions to the film resources of 
the industry, but its most outstand 
ing function, and possibly its most 
important, is providing a central 


source for films about gas. 


Kdison Electric Institute 
® Considerable film activity in the 


electric utility field) that provides 
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CHECKLIST OF MOTION PICTURES, SOUND SLIDEFILMS 
IN CURRENT USE AMONG PUBLIC UTILITY COMPANIES 


American Gas Association 
Gas Salesmanship (12 SS); 


Basic Prine iple s o} Residential 


Flame of Freedom (SS) 


Fundamentals of the Gas Industry (6 SS): Heart of the Home 
New Freedom in Her Modern Gas Kitchen: Where Food Is Finest 


W inning Seals of} I pproi al 
American Gas and Electric Co. 
Arkansas-Louisiana Gas Co 
Atlantic City Electric Company 


Association of New England Power 


Companies 


Central & Southwest Corporation 
Citizens Gas & Coke Utility 
Cleveland Hluminating Co. 
Columbia Engineering Corp 
Columbia Gas System 


Commonwealth Edison Company 


In Our Part of the Country 
Fires Must Never Go Out 


Tomorrou Is Vou 


Your Valley; Your Future 


Frontiers Unlimited 

Taken Jor Granted 

Best Location in the Nation 
Kk ternal Flame 

Legend of Dan and Gus 
The Ridgeland Station 
Vore Power to You 


Consolidated Edison of New York. -lectricity Serving New York 


Connecticut Light & Power Co 


The Consumers Power Company 


From Consumers Point of Vieu 
Veet Outstate Michigan 


Jr. Grand National Livestock Show of 1951 


The Detroit Edison ¢ ompany 


Kast Ohio Gas Company 
Edison Electric Institute 


Kl Paso Natural Gas Company 


Klectric Companies Advertising 
Programs 

Hartford Electric Light Company 

Hope Natural Gas Company 

Georgia Power Company 

Mik higan Consolidated Gas Co. 


Oklahoma Natural Gas Co 
Heating Unlimited (SS) 


Pacific Coast Gas Association 


Pacific Gas & Electric Company 


Vy Dad's Company 


Our Silent Partner 
1 Young Man’s Fancy; Constant 


Bride 
The Flares Go Out; Nitchi Tikoni 


San Juan to San Francisco 


!f You Dont Watch Out 

From Consumers Point of Vieu 

Our Silent Partner . 

Green Gold 

Pipeline of Plenty 

Pipe Dreams Come True 

Viracle Flame 

The Star Salesman (SS) 

The Secret of Hot Water Magic 
(SS) 

Jr. Grand National Livestock 


Show o} 1951; Sierra Fish & Game 


Pacifie Power & Light Company 
Peoples Natural Gas Company 
Pennsylvania Power & Light Co. 


Pennsylvania Water & Power Co. 


Philadelphia Kle« tric ompany 


Reddy Kilowatt 


Southern California Edison Co. 


Southern California Gas Co. 


Pacific Power Serves 

Our Silent Partner 

The Sunbury Story 

Harnessed jor Horsepower 
Power for You 

Pole Top Resuscitation 

Ready Made Magic 

Hardest Working Water 

We Call lt Big Creek 

1 Pipeline Licks the Weather 


Challenge of Growth; Let's Have Safe Heating 


The Southern Company 
Southern Counties Gas Co 
Southwestern Gas Association 
Southwestern Gas & Electric Co. 


lennessee Gas & Transmission Co. 


United Gas Pipe Line Co 


United Hluminating Company 
Wisconsin Power & Light Co 


SS: Indicates sound slidefilms 


Westward Flow 

Power of the South 

1 Pipeline Licks the Weather 

Vatural Gas 

Forecast—Continued Prosperity 

Gas 

Dependable Natural Gas Service 
Doesn't Just Happen 

The Powerhouse 

Hardest 


Working River in the Nation 


The Wisconsin River 
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promotional and training aids for 
residential appliance sales has been 
carried on by the Edison Electric 
Institute. 

About 50 percent of the nation’s 
electric utilities sell residential ap- 
pliances, and more than 100 com- 
panies are training their salesmen 
with a series of sound slidefilms in- 
troduced in 1946 by E.E.L. The 
syndicated course consists of eight 
films which have made a_ notable 
record over the years. 

This year the original series has 
been supplemented by a new course 
consisting of six sound slidefilms. 
It carries on the original and sue- 
cessful basic salesmanship plan by 
emphasizing specific sales ideas to 
sell the major appliances that utility 
sales departments specialize in. 

The new series, produced by 
Vocafilm Corporation, as was the 
first course, includes six films and 
records, six silent trailers to be used 
for discussion and analysis aftes 
each lesson, six leader’s guides, and 
six salesman’s manuals that repeat 
the content of each lesson and in- 
clude additional information for 
home study. 

So far 55 companies plan to 
put the new program into effect 


this fall. 


Film Aids Kitchen Promotion 

In 1919 the Institute launched an 
All-Electric Kitchen sales program 
that was in a sense built around a 
25-minute color film designed to 
educate the public on the beauty, 
convenience and low cost they could 
expect from an electric kitchen. The 
film, called The Constant Bride, was 
produced by Wilding Picture Pro- 
ductions, and prints were sold to 
utilities on a sliding price scale 
based on the purchaser's total 
meters. 

Another consumer film produced 
by E.E.L. is Young Man’s Fancy, a 
26-minute color portrait of a home 
where all of today’s electrical won- 
ders are doing their best to take 
the work out of homemaking. The 
theme is that the modern way to 
do things is with the right electric 
appliance in the right place. 


Regional Association Films 
* The regional, Pacific Coast Gas 
Association has produced a general 
educational film on natural gas and 
several sound slidefilms promoting 
the sale of gas appliances, and 
training salesmen. 

Miracle Flame describes the for- 
mation of natural gas and covers its 
history from discovery and use by 
the Chinese 3,000 years ago up to 
present home and industrial appli- 
cations. A color film, it is 22 minutes 


long and contains many animated 
sequences. 

The sound slidefilms produced by 
P.C.G.A. include The Secret of Hot 
Water Magic, 
enough” automatic hot water heat- 
ers; Heating Unlimited, on selling 
gas heating; and The Star Salesman. 


promoting “large 


a sales training film devoted to gas 


ranges, 


Story Behind the Meter 


* “An American success story” is 


the phrase the Southern Gas As- 
sociation uses to describe its recently 
completed color production on what 
lies behind your gas meter. 

Pntitled Natural Gas, this 20. 
minute story begins with exploration 
and goes through the intricate and 
far-reaching operations necessary to 
provide fuel for home and industry. 
Members of the Association collabo- 
rated in production and will dis- 
tribute prints in their territories. 


The Reddy Kilowatt Films 
¢ Reddy 
service which syndicates promotion 


Kilowatt, a commercial 


al ideas and devices to power and 
lighting companies has a timeless 
film on electric service which has 
been widely used by electric utilities. 
Called Reddy Made Magic, it is 
an 11-minute color film which depicts 
through animation the discovery. 
development and modern applica- 
tions of electricity. It provides a 
brief, but workable explanation of 
electrical power, and 
distributing the film note that it is 
especially suitable for children. 
Although it was released in 1915, 


companies 


companies subscribing to the Reddy 
Kilowatt service are still distributing 
Reddy Made Magic, and audiences 
seem to be enjoying it as much as 
ever. 

Reddy Kilowatt also has a 57- 
second subject for electric companies 
to use on television, and has four 
more TV spots in production. 


Regional Promotion Films 
* The markets of public utilities 
are by their nature limited geo- 
graphically. And as the firms them- 
selves are closely identified with 
the territories they serve, so is a 
large proportion of their film ac- 
tivity. Motion pictures documenting 
the history, progress and potentiali 
ty of a power company’s region have 
proved to be among the most valu- 
able of all utility productions. 

A film of this type serves a dual 
purpose for its sponsor. Shown to 
groups of investors in other parts 
of the country, it can be an effective 
market builder for the utility itself 
and many of its customers. With its 
appeal to the interests and loyalty 
of the area’s residents, the film is 


BUSINESS SCREEN MAGAZINE 











ms 





ee re 








+ 25 © Ba id Fa 


Or AND GaAs operations in “Power 
of the South” reviewed below. 


also a popular and appreciated tool 
of public relations. 


State and Regional Films 

* Power of the South, which por- 
trays the terrific industrial develop- 
ment occuring in the Southeastern 
states within recent years, is an out- 
standing example of an area pro- 
motion film. It was originally pro- 
duced in 1950 by The Southern 
Company for showings to rather 
limited groups of investors in the 
North and far West. 

After playing an important part 
in a campaign to raise several mil- 
lion dollars for the development of 
new generating facilities, it was put 
into distribution in the territories 
serviced by the four operating sub- 
sidiaries of The Southern Company. 

The Alabama, Georgia, Gulf and 
Mississippi Power Companies have 
already shown the film to a total 
audience of several hundred thou- 
sand, and the second version, re- 
leased in 195], is still in circulation. 

Produced by Beeland-King Film 
Productions, Power of the South is a 
dynamic picture of progress and 
growth. In 29 colorful minutes it 
relates the strides that have been 
made in agriculture, industry, edu- 
cation and recreation in the rapidly 
developing section. It portrays for 
the customers of these power utilities 
the heritage which belongs to them 
all. 


Land of Legend and Romance 
* The Central and Southwest Cor- 
poration made a similar venture into 
the motion picture field with the 
26-minute color film, Frontiers Un- 
limited. Its system companies, Cen- 
Light 
Southwestern Gas and Electric, Pub- 
lic Service Company of Oklahoma 
and West Texas Utilities Company. 
have made full use of this investor- 
aimed film for public relations in 
their own locales. 

This Beeland-King Production de- 


tral Power and Company. 
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scribes the boundless opportunity of 
the Southwest. A land of legend and 
romance, the area has made great 
and rapid strides in agriculture and 
industry, science and education, rec- 
reation and health. 

The Private Enterprise Story 
® Having faced tax-subsidized com- 
petition more often than perhaps 
any other segment of American in- 
dustry, the gas and electric utilities 
are anxious to keep before the pub- 
lic the proud story of their superior 
achievements. 

Typical of the motion pictures 
dramatically presenting the facts of 
public service performed by private 
enterprise in the utilities business is 
The Wisconsin River, produced by 
the Wisconsin Power and Light 
Company on the “hardest working 
river in the nation.” 

This relatively short 


(150-mile ) 
ribbon of sparkling blue water that 





Tue Wisconsin is also a play area 
for residents, visitors to the state. 


winds its way across the state of 
Wisconsin to the Mississippi, sup- 
ports 21 flood-controling reservoirs 
and 26 power-producing hydro elec- 
tric plants—all created by private 
capital. 

The river has been harnessed and 
put to work for the good of the whole 
state through a coordinated program 
of development planned and man- 


aged by business in the public in- 
terest. 

Each dam along the river was 
built through the sale of stocks and 
securities to individuals who in- 
vested their savings in the future of 
Instead of using tax 
money, the entire project paid its 


their state. 


own way with millions of dollars in 
taxes to all levels of government. 
The Wisconsin River tells how the 
Wisconsin Valley Improvement Com- 
pany received, in 1907, a charter 
from the State legislature to begin 
the multi-purpose 
It then shows the results in 


river develop- 
ment. 
terms of flood prevention, conserva- 
tion, new power, recreation areas 
and prosperity for the people. This 
29-minute color film is a fitting trib- 
ute to the minds and hands of people 
who worked creating a 
bright future for the whole state of 
Wisconsin. 


together 


A Comparison on Film 


* Another important segment of the 
public utility story-on-film is found 
in the Legend of Dan and Gus. Pro- 
duced for the Columbia Gas System 
by Wilding Picture Productions, it 
provides an understandable com- 
parison between a gas utility and 
other forms of enterprise in terms 
of regulation and profits. 

The two heroes of this animated 
color film come to a new city where 
one decides to supply the commu- 
nity’s need for natural gas, and the 
other goes into the door knob busi- 
ness. Dan, the door knob man, is in 
business immediately and is soon 
earning big profits for himself and 
his investors. 

The route Gus must follow is more 
complex. Submitting to extensive 
must 
promise to be ready, willing and 


government regulation, he 
able to supply gas to his customers 
at all times at prices set for him by 
the government. His return on his 


Hypro-ELectric Power is generated at Prairie du Sac plant pictured in a 
scene from “The Wisconsin River,” hardest working river in the nation. 
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investment, though steadily increas- 
ing, trails far behind Dan’s. 

When a depression comes Dan 
rapidly dissolves his door knob busi- 
ness, and saves what he can, while 
Gus goes on supplying gas at prices 
that seem to drop much more rapid- 
ly than they ever increased during 
prosperity. 

In all, the 25 minutes of enter- 
taining adventure provide the audi- 
ence with a new concept of the duties 
and problems of the regulated pub- 
lic utility. 


Michigan Is Introduced 
* Consumers Power Company, 
which distributes gas and electricity 
to much of Michigan, has produced 
a public relations film that has pro- 
moted travel and investment in the 
state, and entertained hundreds of 
local audiences. 

Called Meet Outstate Michigan 
(all of the lower peninsula except 
Greater Detroit), the film tours the 
beautiful 
areas, the many prospering indus- 
trial centers and the bountiful farms 
and orchards. 

Beeland-King Film Productions 
made the award-winning film, and 
its 30, colorful minutes have been an 


resort and recreation 


important contribution to Consumers 
Power Company’s inter and intra 
state relations. 
Pipelines Are Popular 

* Pipelines, those vital arms of the 
far-flung gas transmission firms and 
symbols of economical operation in 
the industry, have been a popular 
subject in the film programs of gas 
utilities, 

Outstanding among these progress 
reports is Pipe of Plenty, made for 
the Michigan Consolidated Gas Com- 
pany by The Jam Handy Organiza- 
tion. It documents the construction 
of a 153-mile line between Detroit 
and the storage wells in Austin, 
Michigan. 

This film has been an important 
part of the sponsor’s activity in ex- 
plaining its efforts to provide natural 
gas to meet the sky-rocketing de- 
mand in the Detroit area. 

Good attendance reports indicate 
that this Midwest utility company’s 
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LOW Unveils Film Program 


PAPER COMPANY PREMIERES THREE COLOR PICTURES 


VHE DESTINIES OF one of Amer 
ica’s leading industries and of a 
typical rural Southern family are 
interwoven in the inspiring “Tree enter 
prise” story which is the keystone film 
in an important new three-picture pro 
vram recently premiered by The Cham 
pion Paper and Fibre Company The 15-minute 
color film Deep Roots tells of one of the many 
changes heing wrought in the South's agri« ultural 
patterns... and of ¢ hampion’s role as the advo 
cate of scientific tree farming and as one of the 
Southern farmer's principal cash customers 
Two other motion pictures, both in color, are 
Good Business, a 30-minute subject on the com 
pany and its good friends and neighbors, and 
Paper Work, 


how ( hampion’s fine papers are made The en 


a descriptive {00-minute film on 
tire program was created and filmed by Wilding 


“GOOD BUSINESS” IS A STORY 
54 P St att Pio 


Forestry Practices are explained 
by Champion forester Carl Hilton. 


EMPLOYEE ArTirupes are analysed hy 
Champion vp. Dwight J. Thomson. 


EpucaTion’s Views are explained by 
school official in ( hampion area. 


ABOUT 


Picture Productions, Inc. and is one of 
the major sponsored film projects of the 
eurrent year. 
The three phase program was pre- 
miered in Cincinnati on September 14 
to more than a score of enthusiastic press 
and radio people. Actually, the program 
started more than two vears ago and followed 
previous study and deliberations by Champion 
Public Relations personnel. Once the project was 
in the blueprint stage, writing assignments were 
made by Wilding to John Davenport for Good 
Business and to Samuel Beall, who did an exem- 
plary job on both the Deep Roots and Paper 
Work s« ripts. 

With the stage set, Wilding cameras began to 
roll in early June, 1952, shooting studio scenes 
on the producer's Chicago sound stages. Through 
the remainder of June, continuously through Oc- 


PEOPLE AND THEIR DAILY WORK 


INDUSTRY BENEFITS our citizens, ac- 


cording to this neu spaper publisher. 


as i, . 
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EMPLOYMENT PRaAcTiIcEs are outlined 
by president Reuben B. Robertson, Jr. 


RECREATIONAL OUTLE rs for Champion 
employees include family picnics. 


“Deep Roots” tells of a typical Southern rural 
family and how their struggle for survival was 
changed by the paper industry. 


tober——a five-month period—widespread filming 
was done in the Carolinas, Texas and Ohio, a- 
well as at the firm’s Sandersville, Ga., clay plant 
and printing plants throughout the midwest. All 
three films were shot simultaneously for economy 
reasons, using both professional actors and Cham- 
pion Paper employees in lead roles. Champion 
Paper president Reuben B. Robertson, Jr.. and 
vice-president Dwight J. Thomson were cast in 
pointed characterizations. 


Research and Enterprise Reap Harvest 


The woodlots and pine forests of the South have 
come into their own this past decade, following 
the discovery and application of pine in paper- 
making, a previously-ignored source of farm rev- 
enue. Deep Roots traces the immense change 
which was imposed on Champion operations fol- 
lowing the loss of a principal supply source to the 
government. Today, its mills are fed by mullti- 
tudes of small woodlot owners—as the film re- 
cords truths about conservation through scientific 
farming and selective cutting. This story is dra- 
matically portrayee in the changing lives of one 
typical family. 

Both writer and director have captured some- 
thing more in this drama of resourceful free en- 
terprise at work. Deep Roots shows how industry 
and the people working together truly make an 
unbeatable combination for economic independ- 


ence and progress. 


“Good Business” Tells Worker Story 


Breaking tradition, Good Business is not a story 
about machinery and buildings. Rather, it is a 
story about people the people who work in the 
integrated Champion mills and the people who 
work in the millions of acres of pine forests sery 
ing these mills with a never-ending supply of pulp 
wood for papermaking. 

Primarily intended for industrial and com- 
munity audiences, Good Business is a story about 
the communities in which the company operates 
and in which Champion Paper’s family of em- 
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THE SECOND GENERATION sees the fruits of scien- 
tific tree farming and selective cutting, as de- 
scribed in “Deep Roots.” 


ployees live, the crossroad villages, important 
cities, whole states—Ohio, the Carolinas, Tennes- 
see, Georgia and Texas—-where the firm is a 
friend and neighbor. It is a story about an in- 
dustrial organization that accepted the responsi- 
bility of building a better way of working, living. 
playing for its employees and helped to write a 
chapter in the great American Story. 

As a practitioner of the profit system and a be- 
liever in the benefits of industrial democracy, 
Champion Paper believes Good Business serves as 
a dramatic answer to many of the basic questions 
about the free competitive enterprise system. 


A Complete Technical Exposition 


Paper Work offers an enlightening approach to 
the story of papermaking, rather than the gen- 
erally prevailing “nuts and bolts” technique. The 
picture tells the story of papermaking from the 
tree to the printer’s door, presented in the interest 
of the printing and converting trades and their 
customers in raarkets throughout the world. 

Principally a sales film, Paper Work is aimed 
chiefly toward Champion Paper customer audi- 
ences, although it will undoubtedly prove of in 
terest to a general audience. It portrays Cham- 
pion Paper’s role as a fully integrated organization 
and “what is required to maintain ‘position’ in 
the business of paper manufacturing.” It further 
depicts “what is demanded to gain the reputation 
of a ‘leader’ in the field.” which commands an 
understanding of printers’ problems in the use of 
a wide variation of paper products for multiple 
purposes in the pressroom. 


Destined for Future Recognition 


Initial prevues of each of the three Champion 
Paper films were presented earlier this year for 
management and supervisory personnel at the 
company’s general office and divisional mills. 
Likewise, premiere showings were made for 
Champion Paper people and community neigh- 
bors who took lead roles in the pictures. The sum- 
mer season found Champion Paper employees and 
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their families seeing Good Business in special 




































































showings. as they will have seen the others. 

Thus. a new chapter has been written in the 
production of three industrial motion pictures by 
one company, Champion Paper, whose estimated 
audience for the three films is exper ted to number 
close to a million viewers within the coming six 
months. In industrial film cireles, it is consensus 
that Champion Paper's three pictures will make 
formidable bids for high awards 

Nationwide showing arrangements have been 
made with Modern Talking Picture Service. Ine. 


for release of all three films to adult groups, - 


schools, ete. through their 28 exchanges. Wy 





Ricip INSPECTION and accurate count is 
an inte gral part o} Champion's quality 
control program as depicted m the film 
“Paper Work” This picture shows hou 
paper ts made Jrom forest to printer 


Huce ann Mopern Parer Macuinery in the Champion Paper mills is part of this progressive com 


pany's program be nefiting both workers and customers, as shou min “Paper iw ork 




















LineEMAN’S TRAINING Fito on the sereen as company narrator records mag: 


netic sound track at control box seen at center 0} picture. 


Pattern for Visual Training 


PENN. POWER & LIGHT IN 


pro" the past 15 years, Pennsyl- 

vania Power & Light Company 
has used motion pictures to con- 
duct a continuous training pro- 
gram in its Construction Depart- 
ment. Up until 1946, the company 
used ready-made films in conjunc- 
tion with the program. 

However, its special type of train- 
ing involved problems peculiar only 
to the Department. 
Purchased films were not the best 


Construction 


possible answer, so the department 
decided to produce its own. 

The company’s first motion pic- 
ture, The Sunbury Story, was pro- 
duced in 1946. This initial venture 
was a silent production in color. 
It told the complete story of the 
construction of the company’s new 
Sunbury generating station, largest 
anthracite-burning steam electric 
plant in the world. 

Since the new generating station 
was among the most modern in ex- 
istence, much of the operation and 
equipment were new. The Sunbury 
Story proved invaluable in training 
employees scheduled to man_ the 
plant. Construction of the new sta- 
tion also offered opportunity for a 
tremendous public relations job. . . 
so two additional prints were made 
of the film. One was distributed to 
high schools, civic bodies and other 
public groups; the other was shown 
to technical audiences. 


Sound Added in 1952 


A number of training films fol- 
lowed production of The Sunbury 
Story. In 1952, the company de- 
cided to use sound, and purchased 
an Ampro optical magnetic re- 
cording projector, Pictures are 


now shot on a single perforated 


5TH YEAR OF FILM USE 


film to which a magnetic strip is 
added after the film has been de- 
veloped. 

Films Serve Fourfold Purpose 

The Construction Department has 

found audio-visual facilities invalu- 
able in: 

1. Demonstrating proper use of 
equipment and methods 
Training linemen and other 
employees 
Developing top-notch super- 
visory personnel 
Disseminating general infor- 
mation 

Recently the Construction De- 

partment recommended the purchase 
of a pneumatic Hydro-Lift. There 
were some, however, who thought 
the use of this piece of equipment 
could not be justified. A meeting 
of minds was held, and all the jobs 
the machine could do were out- 
lined. The Hydra-Lift was then put 
to work on the construction of a 
new substation and a film made of 
the machine in action. The picture 
proved the Hyda-Lift paid for itself 
many times over again on this job. 


STRUCTURAL CREW views company 


film via mobile daylight-viewing 


equipment on job location. 


Sieg 


wes, 
“> 
) 


* 


So effective was PP&L film illustrat- 
ing the use of the Hydra-Lift, that 
the manufacturer is interested in 
the film as a sales tool. 


Films Teach Linemen 
Until recently, films were shown 
primarily to supervisors and fore- 
However, since the human 
factor was involved, it was felt 
there was danger of something be- 


men. 


ing lost in disseminating informa- 
tion to crew members. E. A. Culp, 
training director, developed a port- 
able device to permit daylight show- 
ings. Thus films could be shown 
directly to crew members in the 
field during regular working hours. 

Culp’s device is in the form of a 
huge rectanglar shadow box, with 
an acetate screen at one end. Within 
the box, at the other end, a mirror 
is set at a 45-degree angle. The pro- 
jector is set at a 90-degree angle to 
the box. The picture is projected 
onto the mirror which reverses it 
and flashes it to the back of the 
acetate screen. To the viewers in 
front of the screen, the image is 
thus reversed again and shown in 
its true form. 


Films Develop Supervisors 

The company feels that the edu- 
cation of its foremen and crew lead- 
ers, afforded by the extensive use 
of motion pictures, pays off in well- 
informed employees . . . employees 
who develop into excellent super- 
visors. 

Films are used by supervisors to 
develop new methods and cope with 
old problems. Faced with a par- 
ticularly troublesome job of string- 
ing power lines into substations, 
the company filmed the operation. 


The film was reviewed by super- 
visory personnel who offered sug- 
gestions for correcting a number of 


construction problems which the 
film made apparent. Many of the 
suggestions were incorporated into 
the next operation of this kind, 
which was covered by film. The 
picture substantial im- 
provement in the process. 


indicated 


Informative Films 

Occasionally a problem arises that 
is an exception rather than the rule 
and which requires a difficult solu- 
tion. The company will often record 
the event on film for information 
purposes only. 

For example, the Construction 
Department was recently called to 
fill a wash-out in the bed of a log 
chute near the utility’s Williams- 
port generating station. The area 
to be filled was not readily ac- 
cessible. It appeared as though 
concrete would have to be hauled 
across the road, over a main branch 
of the Pennsylvania Railroad, up 


over a 20-foot dike and into the 
wash-out. However, a pump that 
would drive concrete was located. 
A pipe was laid under the road, 
under the track and up over the 
dike. Concrete was then pumped 
directly into the wash-out. A film 
was made of the entire operation 
to serve as a reference for future 
jobs posing similar problems. 


Selection of Subjects 

E. E. Chubbuck, PP&L’s Super- 
intendent of Construction, has 
has formed a committee composed 
of company division superintendents 
to further training in the depart- 
ment. When the training director 
thinks he has a suitable subject for 
a motion picture, he goes to the 
committee. The subject is then dis- 
cussed in detail. After discussion 
has been completed, the film idea is 
either discarded or suggestions in- 
corporated and production gets un- 
derway. This formula also works 
in reverse. Ideas sometimes origi- 
nate in the committee. However, 
the department strongly emphasizes 
the fact that training director and 
committee do not have a monopoly 
Fresh suggestions are 
welcomed from any source. No set 
number of films is prepared an- 
nually. As needs arise, films are 
produced. 


on ideas. 


Sales Promotion Library 

The Sales Department maintains 
16 projectors throughout the com- 
pany’s 9,500-square-mile service area 
and has a library of nearly 50 
films The majority of these films 
are of a promotional nature deal- 
ing with refrigerators, ranges, 
water heaters, other major electri- 
cal appliances and farm and farm- 
home electrical equipment. These 
promotional films are produced on 
a cooperative basis by appliance 
manufacturers and electric industry 
organizations. Pennsylvania Power 
& Light Company personnel, 
through their affiliations with such 
organizations, contribute toward the 
preparation of many of these films. 

Other films in this library are 
those dealing with the service end 
of the electric utility business. Films 
over such things as storm damage 
repair, development of atomic en- 
ergy and the fundamentals of elec- 
tric power generation and distribu- 
tion. 

In addition, this film library also 
includes a number of films relating 
to free enterprise and the Ameri- 
can way of life. 

Evidence of the wide use of films 
in this library, more than 5,200 
showings were scheduled in the last 
two years to audiences totaling close 


to 410,000 people. Ng 
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: CHAMPION PAPER & FIBRE PREVIEW AT CINCINNATI 
: : * The press premiere ol 
three recently completed 
new films for The Cham- 
pion Paper and Fibre Co. 
was attended by more 
than a score of press and 
radio representatives on 
September 11 at the 
Sheraton-Gibson Hotel in 
Cincinnati. 


The films. 


elsewhere 


review ed 
this 


were roundly praised by 


in Issue, 


writers and commenta 


tors who were guests. 


DISTRIBUTOR 
teamwork on the new Champion film 
is exemplified by (1 to r) C. H. 
Bradfield, Jr., president, Wilding 
Picture Productions. Inc.: R. Calvin 
Public Rela- 


{rlinghaus. 


SPONSOR, 


PRODUCER. 


Skillman, Champion 
i. 
president, Modern Talking Picture 
Service, Ine. 


tions: and Frank. 


* * * 
Personalities and Places 
# Charles M. Underhill, former film 
executive, Vice 
President of the American Broad- 
casting Company in charge of ABC 


has been named 


television network programming. 

Mr. Underhill was in charge of 
BBD&O’s motion picture department 
during the 1930's and later produced 
films for the U. S. Navy. 

+ ” oa 

* Dynamic Films, Inc., with a fall 
production schedule the heaviest in 
the firm’s history, has taken an addi- 
tional floor of the building housing 
its studios at 112 West 89th Street 
in New York. 


Kling Studios Plan 
Expansion Move 
® Officials of Kling Stu 


dios, Chicago are planning 
move into larger 
studio quarters on Chi- 
cago’s West Side. follow 
ing the recent acquisition 
of an entire Washineton 
Boulevard building 

The 
according to studio presi- 
dent Robert Eirinbere and 
Fred A. Niles. vice-presi 


dent in charge of motion 


an early 


expansion move, 





picture and television pro 


Stupio PLANs jor Kling are discussed by Robert 


Eirinberg, president (right) and Fred A. Niles, duction, was dictated by 
motion picture-tv vice-president. growing volume of work 
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DE BEERS DIAMONDS GLEAM 





De Beers Press Preview of “A Diamond is Forever” was hosted by the 
(lto r) Harold E. Wondsel, Sound Masters’ president; William Crouch, SM 
producer; Dave Gudebrod, N. W. Ayer film chief; G. Harrington, G. Skinner 
and G. M. Lauck, N. W. Ayer; and Francis W vod, SM vice-president. 


CHAMPION FitM Previewers above (1 to r) are C. H. Bradfield, Jr., Dwight 
J. Thomson, vice-president of Champion, Sam Beall, Wilding writer of “Deep 
Roots” and “Paper Work” and Cal Skillman, Champion Public Relations 


AT N.Y. FILM PREMIERE The Convention Calendar 

* The annual fall meeting of mem 
bers of the Industrial Audio-Visual 
at Pittsburgh, Pa. 
October 13-16 will include addresses 
by Arthur P. Hall, vice-president of 
Aluminum Co. of America; Dan 
Rochford, Standard Oil Co. of New 


Jersey; R. Roxas of Westinghouse 


Association on 


and Julien Byran. executive director 


of the International Film Founda- 


tion, New York. 

Mr. Bryan will speak at the din 
ner meeting on Wednesday. October 
14. 


also be featured. 


Showings of member films will 


* * * 


* Emerson Yorke, independent mo- 
tion picture and television producer, 
has been appointed luncheon and 
banquet chairman for the forthcom- 
ing 714th Semi-annual Convention of 
the Society of Motion Picture and 
Television Engineers, to be held Oc- 


tober 5-9 at the Hotel Statler, N.Y 


TurintinG Aertat Views for United Air Lines’ new “World in a Week 
California” film were made possible through this special camera setup on 


DC-6B Mainliner tail devised by Ed McGlone (center) and Ted Cate (right) 
of Cate & MeGlone, producers. Kirt Miller, United engineer, lejt, assisted. 





Tuem Jewever tells Mary and Tod the history 
o} diamonds in the new De Beers film. 


Films Are a Diamond's Best Frien 


FAMED DE BEERS INSPIRES CONSUMER 


Sponsor: De Beers Consolidated Mines, Ltd 
(through N. W. Ayer & Son, Ine.) 


Title: 1 Diamond Is Forever. 27 min color, 
produced by Sound Masters, Ine 


® An engaged girl, looking lovingly at her new 
ring, might indeed think of it as “forever.” both 
as a representation of her future married life, and 
intrinsically gem diamonds don't wear out. She 
might wonder, too, how the diamond on her fin 
ger was “found” —a prospector noticing a gleam 
on the ground? Men deep in the earth shoveling 
up the gems by the bucketful? 

To go back of the jeweler’s showcase, to show 
how the diamond is mined, processed, cut and 
polished, the De Beers company has released this 
new film as part of its publicity campaign on 
behalf of gem diamonds and the jewelry pro 
fession. 

250 Tons of Labor For Each Carat 

It would almost seem that diamonds are not 
mined as much as they are “manufactured.” For 
each carat of diamonds, miners working huge 
machines must dig and process over 250 tons of 
earth and rock. To sort out the diamonds, the 
earth must be made to run through dozens of 
washing and sifting operations. Hardly anyone 
ever “finds” a diameand— each engagement rine 
is the result of a huge industrial operation 

{ Diamond Is Forever produced by Sound 
Masters, Inc., has been in preparation since lat 
1952. It contains some of the first color film ever 
shot along the famous Diamond Coast near the 
mouth of the Orange River in Southwest Africa 


Premier Mine of De Beers is near 
Pretoria, South Africa 


DEMAND WITH FIRST DIAMOND FILM 


as well as scenes at the diamond mines near 


Kimberley and Pretoria. The African footage is 
the work of Peaslee Bond. The rest of the film 
was shot in and around New York by Boris Kauf- 
man, A.S.C. William F. Crouch was production 
supervisor, 


There’s Romance in Story of Gems 


The film tells the story of a girl who recalls 
her experience in selecting her diamond engage- 
ment ring. The jeweler, who shows the young 
couple some half million dollars worth of stones 
in beautiful settings, goes on to narrate the Afri- 
can scenes and sequences showing the cutting, 
grinding and polishing which transform the some- 
what ordinary looking pebbles into finished gems. 

{ Diamond Is Forever will be distributed by 
Association Films, Inc. to jewelers, high schools. 
colleges, clubs and to television stations as a sus- 
taining program. 


Promoted in Jeweler Publications 

De Beers advertising in such publications as 
JEWELRY was entirely devoted to the new picture 
in September issues. Promoting the use among 
jewelers through free loan showings in local com- 
munities was the aim of the ads, keyed to “tie in 
. keep 
diamond sales coming your way.” Local jewelers 
were invited to request further details from the 
distributors in five U. S. cities. At this early 


with the all-out diamond promotion 


stage, results of the promotion were not yet 


known but interest appeared to be spreading rap- 


idly through the trade. ae 


PROCESSING PLANT of the Premier 


Vine is also shown in the picture 


Timberline Tale 


MARTIN BOVEY FILMS BIGHORN’S 
SAGA ON LOCATION IN) ROCKIES 


Sponsor: Imperial Oil, Ltd. 

Title: Timberline, 26 min, produced by Martin 
Bovey Films. (Chelmsford, Mass.) 

%& The Rocky Mountain sheep lives in magnifi- 

cently rugged country and is often regarded as 

the noblest of all North American big game ani- 

mals. The bighorn is also regarded as one of the 

most elusive. It takes not only patience to stalk 

them, but a lot of physical stamina, as well. 
Martin Bovey, of Martin Bovey Films, has re- 

cently captured a record of the bighorn sheep in 


Meer Mr. Bicnorn in Imperial Oil Ltd/s neu 
adventure film “Timberline.” 


its native haunts that has seldom, if ever, been 
accomplished before. Against a background of 
the Canadian Rockies in Southwestern Alberta. 
this new film for Imperial Oil shows the majestic 
old rams acting as naturally as if they were born 
actors. 


This “Kill” Took Some Doing 


But filming them in this manner presented a 
tough problem that took several seasons to lick. 
Back in 1921, Martin Bovey shot a sheep with a 
rifle which is rated as the world’s record bighorn. 
But there’s a lot of difference between hunting 
with a rifle and shooting with a movie camera. 
To kill with the rifle Bovey had only to get within 
300 yards of his ram—once. To “kill” with the 
camera, he had to get within 50 feet—several 
times. 

When the Bovey pack train of over 20 horses 
headed into the mountains, it was late June and 
alpine flowers bloomed by the side of snow banks. 
birds were nesting. elk with antlers in velvet 
roamed the mountains and cutthroat trout rose 
to the fisherman’s flies. But the mountain sheep 
seemed to have vanished from the land. It was 
over two weeks before the expedition found a 
single sheep. Then they located a few ewes and 
lambs and finally one small ram that “went over 
the hill” without posing for his portrait. 

Doubling on a Tough Pack Trail 

When at last the pack train moved out of the 
mountains, only very mediocre footage of sheep 
had been secured, so arrangements were made 
with head guide Bert Riggall to go back into the 
hills in September. 

This time the outfit experienced a heavy snow- 
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fall at its Twin Lakes campsite and was unable 
to move further into the mountains. For ten days 
the production team searched for bighorns high 
up on the snow-covered ridges, but once again, 
finally had to give up. 

The following year, Bovey came back to Al- 
berta in May. This time Bert Riggall located a 
fine bune h of good-sized rams and for days he 
and Bovey followed the sheep from dawn until 
dark, going wherever the fleet-footed animals 
wanted to go, until at last the rams seemed to lose 
all fear of cameras and cameramen. Then Bovey 
went to work and recorded for the climax of 
Timberline a breathtaking series of shots that in- 
clude real portraits of these noblest of North 
American big game animals. UA 


* x 


Useful Advice to Home Builders 

Provided in “Permanent Investment” 
Sponsor: Cast Iron Soil Pipe Institute. 

Title: Permanent Investment, 18 min, b&w. 
Produced by The Jam Handy Organization, 
distributed by Association Films. 

* To avoid Dagwood-like dilemmas over faulty 

plumbing, home owners and home-owners-to-be 

are advised to see Permanent Investment, a 16mm 
sound film sponsored by the Cast Lron Soil Pipe 

Institute and produced by The Jam Handy Or- 

ganization. 

During 18 minutes, the picture informs a typi- 
cal surban family, ignorant of plumbing drainage 
facts, of the dangers of using improper materials 
in house-to-sewer pipe lines, septic tank lines and 
in waste and soil stacks within the house. The 
film cautions the home owner that it is more im- 
portant to insist on the unseen necessities, such 
as cast-iron soil pipe, than on weather vanes and 
barbecue pits. Inferior piping. once installed. is 
a difficult and costly thing to remove or repair. 
By installing good plumbing at the start, the 
“health line of the home.’ money and time are 
saved and worry sidestepped. 

Permanent Investment recommends cast-iron 
pipe for drainage because of its durability which 
prevents absorption of moisture and penetration 
by tree roots. It also has the ability to withstand 
considerable pressure and weight without losing 
shape. Cast-iron’s longevity is indicated in scenes 
of the castle at Morro Castle, Cuba. where the 
original piping has been in use since 1644. An 
apartment building where the pipe outlasted the 
structure is shown. 

Permanent Investment is available to clubs. 
civic groups, television stations, and other com 
munity organizations on a free loan basis, except 
for return postage, from the libraries of Asso- 
ciation Films in Ridgefield. N. J.. Chicago. Dal- 
las. and San Francisco. Wy: 


% * ¢ 


Shell Releases “The Fossil Story” 

19-Minute Color Motion Picture 
* Life today is vitally affected by fossils of plants 
and animals that lived centuries ago. It is this 
dramatic theme that is presented in a new 19. 
minute color film The Fossil Story now available 
on free loan from Shell Oil film libraries in New 
York and San Francisco. The film shows how 
men in industries such as oil and steel utilize 
vestiges of prehistoric life in their laboratories 


and field studies. a 
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PHeE TOOLMAKER, master craftsman of production, uses a variety of instru 


ments for the precise measurements which are most important factors in 
tooling for all industry. A scene in “Tool and Diemaking.” 


Key Man on the Production Line 


TOOL AND DIE MAKERS PRESENT THE FILM STORY OF THEIR CRAFT 


Sponsor: The National Tool 
and Die Manufacturers 


Association 


Title: Tool and Die Making 
Keystone of Mass Pro- 
duction, 22 min, color, 
produced by Farrell & 
Gage Films, Ine.. under the supervision of 
Fred Wittner Advertising. 


* Thomas Jefferson and Eli Whitney. one 


the inspirer and the other the artisan, 
brought) mass production techniques for 
the first time to America. Whitney’s manu- 
facture of 15.000 muskets, each with inter 
changeable parts, established a new  prin- 
ciple that has since been a most important 
factor in the rise of our productivity. Skill 
ful mass production, as much as any othet 
facet in our economy, has spelled abun 
dance for the American people. 

With this as its theme, The National Tool 
and Die Manufacturers Association. com 
posed of more than 800 contract tool and 
die shops throughout the country. has re 


leased the industry’s first) motion picture, 


Toot anp Dit Apprentice JOURNEY MAN 





showing it for the first time 
to representatives of — the 
metalworking industry, edu- 
cation and government at 
the Chrysler International 
salon in New York, last 
month. 

The NTDMA film was produced during 
the last year in leading industrial plants and 
tool and die shops in the East and Middle 
West. It not only shows mass production 
techniques in manufacturing such diverse 
products as automobile crankshafts and zip 
pers for clothing, but features the craftsman 
ship in tool and die making upon which such 
production initially depends. 

Industrial authorities have concluded 
that one tool and die maker turns out the 
mass production instruments for from 50 
to 100 industrial workers, and these workers 
produce as much as thousands of workers 
would produce without the instruments. 

Aside from emphasizing the significance 
of the tool and die industry as the keystone 
of low-cost mass production, the NTDMA 
(CONTINUED ON PAGE SEVENTY-NINE) 


STATUS ts Master Toot Maker’s. skill 


learns by actual shop work achieved on highly precise tools is required for precise crank 


on basic machines. 


like this jig grinder. 


shaft Jorging dies. 





What's New in Business Pictures 


-ASE 


wr cpr 1c; my r 
IN > IRE I 


wt i/ 


International Cooperation for Better Gardens 


Associated Bulb 
Growers of Holland 

Title: 
Beauty, 20 min, color, produced 
by D.P.M. Productions. 

2 Cooperation of 


Dutch plant quarantine authorities 


Sponsor: The 


Nations United for Spring 


American and 
to insure U.S. gardeners the healthi 
est possible flower bulbs is the sub 
ject of this new film made in Holland 
with the cooperation of the Ll. S 
Plant 
Netherlands 


Phytopathological Service. 


Bureau of Entomology and 


Quarantine and the 


years ago the half 
billion bulbs arriving from Holland 
at U.S. ports each fall were subject 


Until two 


to delays for inspection purposes. 
ce. a 


men are stationed at all ports to 


Department of Agriculture 
make sure that no disease carriers 
are included in any imported plant 
life. Naturally their work takes 
time. With limited budgets and per 
sonnel it was inevitable that bulbs 
would sometimes sit on piers until 
or at least the wrath 
of impatient customers. 


spoilage set in 


To get around this cause of delay. 
the Holland bulb exporters invited 
the U. S. authorities to send their 
inspectors to Holland every year, at 
Dutch expense, and do their work 
on the spot. 

The offer was accepted and the 
results have been highly gratifying 
Fewer inspectors now do more work 
more efficiently. Bulbs reaching the 


t.S. from Holland are healthy bulbs 
and reach dealers and customers 
without delay. And the new pro- 
cedure is less costly to American tax 
payers. 

Vations United for Spring Beauty 
shows the U. S. 


checking bulbs in the fields, in pack 


inspectors spot- 


ing houses, warehouses, and on the 
docks. Every bulb shipment without 
exception is examined for evidences 
of virus and other disease. The 
Americans are seen working side by 
side with Dutch inspectors, who are 
concerned not only with health of 
bulbs but with making sure that they 
meet their own government's rigid 
requirements as to minimum size. 
In another sequence the film takes 
the audience through the Laboratory 
for Flower Bulb Research at Lisse 
and the Phytopathological Labora 
Here Dutch 
botanical scientists are constantly at 


tory at Wageningen. 


work to discover ways of improving 
bulb horticulture and of checking 
any virus disease in bulbs or other 
plants before they have a chance to 
spread. yy 
* * * 

* One of the best features of this 
film is the musical score fitted to the 
picture by D.P.M.’s Maurice Groen. 
From his own library of film music, 
the score is tuneful, merry and orig- 
inal—a far cry from the hackneyed 
stuff that accompanies too many films 
these days. 


Working Together to Improve Illinois’ Farming 


Sponsor: Illinois Agricultural As. 
sociation 

Title: So Much Depends, 43 min, 
color, produced by the Publicity 

Department, TAA. 

*% This is an institutional motion 
picture that helps to prove that a 
film produced internally for on 
state distribution can do its job well 
if the quality standards of the com 
mercial producer are met down the 
line. 

Illinois farmers play the parts, 
Illinois farms are the sets and Illi 
nois people are the audience. This 
strong element of common interest 
should go a long way toward help 
ing the film serve its dual purpose 
Besides being a tool for public rela 
tions, it is designed to spur more 
active participation in the affairs of 
the LAA, state Farm Bureau organ 


ization with a membership of more 
than 190,000 Illinois farm families. 

The film shows through the story 
of one young farmer and his family 
the sacrifice and vision that went 
into building the organization, how 
the organization helps farmers gain 
a better life and status as enterpris 
ing, efficient and independent busi- 
nessmen. 

Though a good worker, the young 
man is slow to learn that one man 
can’t meet today’s tremendous agri- 
cultural problems: by himself. He 
also learns (and this is the shock 
that brings him to the solution of 
his own problems) that his 14-year- 
old son can’t beat expert competition 
in a calf contest without the guid- 
ance available to other youngsters. 

Through the planning and pro- 
duction of So Much Depends the 


[AA Publicity Department was care- 
ful to avoid the common pitfalls of 
internally produced films such as the 
tendency to “sell only the sold” or 
to accept slipshod motion picture 
practices to cut corners. Organiza- 
tion officers helped avoid “internal 
disorders” by maintaining a policy 
of “hands off” once the outline of 
the film was set. 

The film was written and pro- 


duced by Malcolm G. Rippeteau of 
the LAA publicity staff who was for- 
merly on the creative staff at Pilot 
Productions of Chicago. 

The result of the state farm or- 
ganization’s film venture is an enter- 
taining, home-grown, true-to-life 
story that should take many facts 
and a lot of Farm Bureau philosophy 
right to the heart and mind of its 
intended audience. 


Telling the Newspapers’ Story to the Public 


Sponsor: Pennsylvania Newspaper 
Publishers’ Association. 

Title: The Keyston Idea, 25 min.. 
color, produced by the Motion Pic- 
ture and Studio of 
Pennsylvania State College. 


Recording 


* In the words of Theodore A. 
Serill, general manager of the spon- 
soring Association, The Keyston Idea 
was made “To provide an effective 
and objective promotion tool for 
large and small newspapers to tell 
the story of the true role of the Press 
in its community.” 

It is a why film designed to show 
the average reader, wherever he 
may be, why his hometown news- 
paper is important to him. The film 
was made as general and as timeiess 
as possible so that any newspaper 
can show it to its readers for a long 
time to come. 

Members of the Pennsylvania 
Newspaper Publishers’ Association 
recognized the fact that a great 
many people take their newspaper 
for granted. Though people are buy- 
ing and reading more papers than 
ever before, the Association felt they 
didn’t appreciate the true signifi- 
cance of the Press. 

After seeing the problem and de- 
ciding that a motion picture would 
be a step toward a solution, the 
member papers raised $25,000.00 in 
a rare manner. Half of the necessary 
funds came from the Association’s 
reserves, but the other half was 


raised through the advance sale of 
prints. At $300.00 for color and 
$100.00 for black and white (still 
the sale prices), members bought 
enough prints to raise $12,500.00 
and at the same time guaranteed a 
good circulation for the film. 

Production was handled by pro- 
fessional script writers, directors, 
cameramen and other technicians at 
the Motion Picture and Recording 
Studio of Penn State College. Most 
of the footage was shot within the 
town limits of State College, Pa. and 
the cast of more than 300 was made 
of local residents. 

Besides copies of the film which 
have been sold, rental prints in color 
were made available to other re- 
gional newspaper associations. The 
rates were set at $5.00 for one day 
and $2.50 for each additional day, 
and requests sent to the Pennsyl- 
vania Association at Harrisburg, 
Pa., are relayed to the nearest 
source. But it is a good bet for any- 
one wanting to book the film to con- 
tact his local newspaper first. 

The Keyston Idea, the story of a 
typical newspaper of the same name, 
represents the joint effort of 350 in- 
dividual newspapers to tell readers 
across the nation that their news- 
paper belongs to them, and: 

“. . . the kind of newspaper the 
people demand is the kind of news- 
paper the people will get. But de- 
mand—demand, for unless you do, 
the paper will die.” 


The Art and Craft of Camera Manufacture 


Sponsor: Argus Cameras, Ine. 


Title: Fine Cameras and How They 
Are Vade. Distributed by Mod- 
ern Talking Picture Service ex- 


changes 


* In this picture-age, the design 
and manufacture of the amateur’s 
camera is of immense interest to 
millions of fans. This new Argus 
color film will satisfy those who 
want to see the complete story of 


photographic products from the re- 


search laboratory to assembly line. 
Fine Cameras also applies the sci- 
ence of optics to photography, shows 
the making and testing of lenses. 
The work of skilled craftsmen 
plays a key part in these sequences. 
Prints have been made widely avail- 
able through the nationwide ex- 
changes of Modern Talking Picture 
Service on a free loan basis. Write 
Modern at 45 Rockefeller Plaza for 
booking reservation to be confirmed 
by exchange nearest you. a 
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“Decision for Chemistry” 


To present an industry as diversified as the 


chemical industry in one film is a difficult 
assignment. That MPO was successful in 


fulfilling the objective is evidenced by the 
overwhelming response the film has received 
thus far. 


MONSANTO CHEMICAL COMPANY 





“Masters of Maintenance” 


Employee morale can be lifted immeasurably 


through the film medium. As a result, the 


cost of the film can be returned many times 
over. 


AMERICAN AIRLINES 





“Gunning the Flyways” 


Through the integration of product demon- 
stration with good film entertainment, public 
relations and sales promotion both get a 
solid pay-off. Total TV audience in one 
year — 7,620,000 — at no cost to the spon- 


sor. 


REMINGTON ARMS 


eceeeeen eee eo moe eee eeoeceecase 
eee eee ew eee eee eee meme ree 








“The American Road” 
was exhibited at the Edinburgh World Film 
Festival. It is estimated that with free distri- 
bution through theatres, TV and 16mm 
distribution this documentary story of Ford 
Motor Company will reach 40,000,000 peo- 
ple in the next year. 


FORD MOTOR COMPANY 





PRODUCTIONS, Inc. 


15 EAST S3rd STREET 
NEW YORK 22 
MURRAY HILL 8-7830 


These and Many Other Motion Pictures Have Given MPO 
Broad Background in All Types of Film Production 





“American Cowboy” 


Awarded top honors at many film festivals, 
this film has reached a total audience of 
17,500,000 in the past twelve months. The 
“Americans at Home” series is one of Ford's 
most valued public relations activities 


FORD MOTOR COMPANY 
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“Out of the North” 
Winner of awards at Cleveland, Stamford 
and Boston Film Festivals. Also exhibited 
at Edinburgh World Film Festival. This 
series has proven to the dealers that a good 
public relations film program will pay off 
with increased sales. 


NASH MOTORS 


“Garden Wise” 


a to introduce a new product to the 
trade and to the public — the motion picture 
delivers the most powerful impact of all 
media. 


MONSANTO CHEMICAL COMPANY 


Tarheel Wildlife” 


Most people will not read written material 


on conservation, but they will watch with 
intense interest a motion picture on th 
subject .. . and they will remember what 


they have seen 


NORTH CAROLINA WILDLIFI 
RESOURCES COMMISSION 
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UNDERSTANDING Care is the theme of this scene from “Help Before Headlines” as Atlas camera and 


director help re-enact the story of 7-year old Carl 


Nereen Aids Community Chest Campaign 


MILWAUKEE RED FEATHER SERVICES SHOWN IN “HELP BEFORE HEADLINES” 


Sponsor: Community Welfare Council of Mil 
waukee, Wisconsin. 

Title: Help Before Headlines, 10 min, b&w. Pro 
duced by Atlas Film Corporation 

*% Throughout the land this fall it is fund-raising 

time among the Community Chests and Councils 

of larger metropolitan centers. Because of their 

emotional appeal and the scope of the problems 

which they help make known to potential donors 

films are again being widely sponsored and 

shown during these campaigns 

New York City’s fund appeal film 4 Thought 
for Your Pennies has been previously reviewed 
in these pages; Chicago, Detroit and Milwaukee 
are among the other urban centers with good new 
pictures that pack plenty of emotional punch. A 
report on Chicago’s new film and its city-wide 
showings will appear next month. Milwaukee's 
picture, /elp Before Headlines, is its third in as 
many years. 

Help Before Headlines is a little different from 
the average Red Feather Service film. It docu 
ments the case history (taken from life and re 
enacted) of a troubled litthe boy of seven. The 
help which he and his parents receive from Red 
Feather Services is documented with realism and 
is already evoking much favorable comment 

The story of Carl is not typical. But his par 
ent’s neglect and their lack of understanding may 
well be an important cue to this country’s wide 
spread juvenile delinquency problem. Fortunate 
ly, this little lad escapes the more dire conse 
quences of a violent outburst because of the help 
received from. skilled workers within welfare 


agencies part of the Red Feather Services 
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Karning merited praise for the sympathetis 
and understanding direction and photography of 
Help Before Headlines, Atlas Film’s handling of 
the theme is especially noteworthy. Only Carl 
and his parents are professionals. the rest of the 
cast are Milwaukeeans playing their real life roles 
in welfare agencies and services. They all per- 
form like veterans. In this kind of film. the com- 
paratively low key effect of black and white 
photography is much more realistic than color. 

During the October campaign, groups of 25 or 
more will have ready access to the numerous 
prints stocked by Milwaukee’s Community Wel- 


fare Council. Consulting on the film was Virginia 


R. Becker, public relations director. Se ript was 
written by Patricia Watt of the welfare council's 
public relations staff. Ye 


An Anxious Moruer brings her problem to one 
of Milwaukee's Red Feather agencies, 


BREAKING SALES BARRIERS 


(CONTINUED FROM PAGE THIRTY-THREE) 


unnecessary expenses and in so doing eliminates 
a great deal of the overtime payment that has 
been responsible for the freer spending we have 
experienced in past years. 

There are good reasons backed by solid statis- 
tics why the sound motion picture can do an 
effective hard hitting selling job. The Armed 
Forces in World War IL were faced with the big- 
vest teaching, training and selling job ever faced 
in history. They proved that 16mm sound motion 
pictures trained men 68 per cent faster and en- 
abled them to retain information 42 per cent longer 
than any other training methods previously used. 
Industry has had this same experience. 

Nash Motors terms its movies “one of our most 
important means of sales promotion.” 

United Air Lines is using movies effectively to 
inject that “I want to go” urge into potential 
travelers. 

One of the biggest problems faced by an ad- 
vertising manager is to effectively evaluate what 
kind of a sales return he is getting for his adver- 
lising dollar. 

Armour and Company have the kind of testi- 
monial that we all dream about. They proved in 
Portland, Oregon that if a drive-in theatre would 
run on any given evening, a one-minute film an- 
nouncing the availability of hot dogs, they could 
double wiener sales over the previous night! 

National Homes Corporation of Lafayette, In- 
diana, has an equally convincing testimonial when 
it states that it sells an average of better than 
one pre-fab house every time it shows its housing 
movie. 

Reach 37 Million at Cost of 1.2¢ 

Weyerhauser Lumber Company’s film Green 
Harvest has already been seen by more than 37,- 
000,000 people at a total cost of 1.2 cents per 
viewer for his undivided attention for 30 minutes. 

There are several new dimensions in motion 
pictures that I should like to briefly mention. The 
first and most important is in connection with 
the introduction of magnetic sound on film. This 
has opened up a heretofore undeveloped area in 
the use of industrial motion pictures. Today, in 
our Bell & Howell laboratories we are coating 
millions of feet of industrial footage so that com- 
panies, by putting this narrow stripe of magnetic 
material on the side of the film may bring old 
films existing in company libraries up-to-date for 
re-release. Short special purpose films can be 
made in color and sound for as little as a few 
hundred dollars. 

Selling product and selling ideas is the big job 
that we in industry face today. Economic edu- 
cation films produced by American business and 
being distributed throughout the United States 
as well as foreign countries are doing an out 
standing and much needed job of public enlight- 
enment. 


May we continue to strenethen the American 
economy, a fax tor so necessary to world peace and 
stability. through the constant exchange of ideas 
on developing better methods of selling and ad 
vertising. May we continue to use every means 
at our disposal to sell to the world our ideas and 


our ideals—as well as our products. i) 
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practically every 
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hemisphere 
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is a client of 
byron 


script 


art 


location photography 


music library 


recording 
laboratory facilities 
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animation 





titling 


Film producers use byron facilities 
for 4 reasons: quality, speed, 
economy, personal service. 

sound sage Visit our studios, or if you 
can't, ask for our 


sound effects 


new illustrated brochure. 


editing 


color-correct* prints Reg. U.S. Pat. Off 


by ro n Studios and Laboratory 


1226 Wisconsin Avenue, N.W. 


Washington 7, D.C. DUpont 7-1800 


PRACTICALLY EVERY FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 













ee & Were tHE Buyers Art 

B is a solid axiom of selling 
that certainly applies to projected 
In this new era of highly 
these 
tools of motion and still picture pro 


visuals 
competitive selling, valuable 
jection, conveniently housed in self 
contained cabinets and cases, have 
the portability to meet buyer trafle 
whenever and wherever it may be. 
With this word of introduction, 
the Editors of Business SCREEN re 
turn to a long established tradition 
of bringing our readers a portfolio 
of ideas and examples from the ex 
perience of both manufacturers anil 
First 
unveiled mour Issue | wo of Volume 
One, 1939, these 
have immense value to business as 
it scans the full range of useful de 


users of visual display tools 


“ick a portfolios” 


vices that will help turn prospects 


into buyers, whether of 


products, 
services, travel or safer living habits. 


and related subjects 


Today's Tools Best Yet 


The World Fairs of Chicago and 
New York 


testing grounds of continuous mo 


were the modern-day 
tion picture and still projection. lo 
day's counterpart is probably Chi 
eavo’s vast Museum of Science and 
Industry where almost every con 


ceivable sight/sound viewing and 
hearing device is at work through 
long hours of every visiting day 
Continuous movies are holding up 
well, “Continuous slide projection is 


Ideas 


through years of experience have de 


almost foolprool learned 
vised film and slide carrying mech 
anisms that foil the long-present 
hugaboo of program interruption 


and constant maintenance. 
Meet the Traffic Lines 


So business has the tools at hand 
to put pictorial selling where it be 
longs—in the main traflie lanes of 
department stores, on the selling 
counters and in product and window 
displays. Continuous picture show 


ings enliven window displays after 


Goop Simpcte Desicn of modern 


{dmatic — still projectors focusses 


attention on the picture screen, 


PUT YOUR PICTURES 
WHERE PEOPLE BUY 


Some Helpful Ideas and Suggestions for the Busines- 


User of Sight Sound Equipment for Visualized Selling 


dark, they light up front vards of 
manufacturing plants with moving 
billboard displays. In banks and 
hotel lobbies, ete. the pie ture display 
shows a myriad of services which 
attract the eye and get the sales mes- 


sige ove! 
Psychology Is Your Ally 


bk rom peep show days and through 
a long tradition of visual interest 
ind photographie advances, the 
moving’ picture has magnetic at 


traction for its potential viewer. 
When the motion picture is exhib 
trafhiec 


it has such a powerful pull 


ited outdoors, along main 
lanes 
that most urban police departments 
have had to forbid that kind of use. 
In lesser but still potent degree, 
moving visuals will stop the passet 
by at an otherwise static window 
display or along a store aisle. Put 
the pictures inside a shadow box 
and lines will form to await a turn 
at the show! Set up a theatre mar 
quee in a retail department and 
with proper showmanship you'll ex 
plain facts about products to a well 
filled room full of prospects, 
Exhibit) and 


working with these tools have also 


museum designers 
discovered the magic lure of push 
buttons which enable viewers to start 


their own show! 
You Have to Follow Rules 


One of the most astute of young 


designers working with projected 
visual equipment is Robert Grun- 
wald, pre sident of the Harwald Com 
It is his confirmed belief that 


by following a few simple but defi- 


pany 


nite rules, resultful use of all forms 
of continuous visual displays can be 
vreatly increased. 

| {itract attention to the pro 
jected program. Here, brightness, 
color, motion and size of picture are 
important. But you can help things 
alone by “tricks” like the use of a 
visor over the screen, piqueing cu 
riosity of viewers. The use of signs, 
either illuminated with a flasher or 
telling the 
viewer what he'd like to see, is defi- 


just’ well-designed art 


nitely ree ommended. 


Motivate the 


viewer a4 


reason, give the 
reason for looking and 


youll hold an audience. For in- 


ProJECTION Devices are light and 
portable, can be readily adapted to 


counter use as shown above. 


stance, a casual glance at the screen 
may not be as effective as it would 
Le if the sign on top says “see how 
Ben Hogan plays golf.” 

To attract attention and hold it. 
let the looker work his own show by 
pushbutton 
Sound is another strong ally in at 


means of a control 
tracting attention but it need not b 
continuous to hold the viewer. 


Get Interest, Create Desire 


2. A look at the projected pro 
eram may evoke a “so what?” Col 
orful scenes, glamorous models and 
interesting case histories are obyious 
cues to point 2, Getting Interest. 

3. Creating desire is the big job 
Translated 
into visuals, it means simplification 


in any kind of selling. 


of the message. Tell only one simple 
point per slide or scene. Keep title 
or slide copy down to five words or 
less. Americans “hit and run” fast 
along the sales aisles so move the 
pictures as fast as possible . . . keep 
the show on the road. 


Now. Make That Sale! 


1. Making the sale, depends on 
good location of projected visuals 
near the product or services pro- 
moted. Put the projector to work in 
the window at night but put it inside 
during the day. Traffic is an im- 
portant factor, just so long as buyers 
head toward a sales clerk when the 


show is over. 


A lot of these problems can be re- 


BUSINESS 


solved in your own outline of key 
factors, which includes these con- 


siderations: 
A Checklist for Users 


1. The Audience: what is it com- 
posed of? i.e. customers, all types, 
men, women and children. 

2. Where are they? 
standing, sitting? 

3. What 


they ? 


Moving, 


types of buyers are 

1. The best possible machine lo- 
cation, i.e. standing or sitting areas, 
near elevators, cafeteria lines, near 
order 
desks, waiting rooms, fashion count- 


cashiers, return windows, 
ers, ete. 

5. Number of possible viewers 
per hour, moving or seated, their 
time and characteristics. 

6. Decoration and display design, 
i.e. outside appearance of cabinet or 
display. The use of signs and their 
relation in position, illuminated or 
not illuminated ? 

7. The timing of the show, i.e. 
picture change time, and total pic- 
ture show time. 


Planning the Program 

Lessons learned in brevity for tv. 
ommercials may well be applied in 
point-of-pure hase and other exhibit 
display selling. Make scenes brief, 
fast moving, colorful (but not con- 
jusing). 

Lay out a board” and 
youll score better and less expen- 
sively when you actually shoot slides 
or movie footage. 


“story 


Some Physical Attributes 

Automatic motion picture projec- 
lors are not necessarily continuous. 
Push-button starting is a “must” to 
save wear and tear on more fragile 
motion picture film. 

The choice of any kind of visual 
projection should take into consid- 
eration its maintenance simplicity, 
the ease of changing the program, 
the brilliance of the projected scene 
and its steady “flow” on the screen. 

There are other “pointers” which 
visual users want to know. And 


(CONTINUED ON PAGE FIFTY-FOUR) 


Motion Pictures, projected on port- 
able “self-contained” theatre-in-a- 


suitcase can demonstrate operations, 
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Moe. BUSINESS  show- 
manship has taken its cue 


from the popularity of television, 
pictorial journalism and the resur- 
gent interest in entertainment films. 
All of these aspects of a truly “Vis- 
ual Age” are recognized in today’s 
record-breaking sponsored film au- 
diences and the adoption of visual 
merchandising, training and promo- 
tional techniques wherever they can 
be successfully applied. 

Point of sale merchandising, trade 
show exhibits, lobby, floor and 
window displays offer the most ob- 
vious opportunities for sight /sound 
display ideas. Wherever people 
pause or gather in groups. an “Au- 
dience” is available 
for projected sell- 
ing. Meeting the co- 
incidental need for 
more facts about 
products or services 
is a job that calls 
for the concentra- 
tion and multiple 
impressions which 
sight/sound display 
devices can deliver. 

The following 
pages of this picto- 
rial review feature 
will remind sales 
and training leaders 
of some of these 
visual display ideas. 
First and foremost, 
many of the devices 
pictured are simply 
“basic” tools around 
which the ingenious 
advertising or sales - 
promotion executive can “build” 
his physical exhibit or display. The 
projected pictures add life and 
punch to otherwise static material. 
They also bring Cotor, Ligut, Mo- 
TION to the area. With all these 
they follow the rules of advertising 
admirably by (1) attracting atten- 
tion better; (2) creating more in- 
terest; (3) inviting greater desire 
through added realism and partici- 
pation; and (4) they are motivating 
sales action for plenty of smart 
users. 


When Motion? When Stills? 


Actually, there’s no conflict of 
choice between the use of contin- 
uous motion picture equipment or 
continuous slide projection. Today's 
self-contained sound movie equip- 
ment takes a little more care but 
may be essential when motion with- 
in scenes tells the product story; 
you can use many of today’s color 
slide projectors with equal effec- 
tiveness on other kinds of assign- 
ments. The choice depends on kind 
of program, budget limitation and 
availability of maintenance person- 
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nel. It is interesting to note the 
power of movies in outdoor dis- 
plays. City fathers frown on them 
because of traffic jams soon caused 
when they are shown on building 
walls or intersections. Outdoor 
slide displays get attention, too, but 
audiences pause briefly. 

The rules of visual display are 
rigid and results will be in direct 
ratio to their observance. Good 
equipment is the first of these and 
your selection of the right projector 
for the right job is essential. This 
involves sufficient brightness of pic- 
ture, steady images, foolproof auto- 
matic operation of picture-changes, 
well-ventilated housing and maxi- 

mum simplicity of 
set-up. 

These are the con- 
siderations which 
most visual display 
equipment makers 
are following. Var- 
iations are in screen 
size; number of pic- 
tures (stills); and 
cabinet types. 
There’s a tendancy 
to adopt the eye-ap- 
peal of modern tele- 
vision cabinets to 
house these units. 

There’s also a lot 

j of human _psychol- 
: ogy at work when 
visual displays are 
in use. People like 
push buttons and the 
age-old interest in a 
private “peep show” 
has been capitalized 
by some display builders. The de- 
signers who set up Chicago’s Mu- 
seum of Science & Industry have 
utilized hundreds of ideas that show 
the power of visuals to educate and 
interest. 


Your Idea Will be Better 


One important advantage of 
sight/sound displays is that each 
new idea created by a clever mer- 
chandiser seems better than the last 
one. New color techniques, “black- 
light” materials, 3-D adaptations 
and perhaps even “wide screen” 
techniques will make tomorrow’s 
visual displays even more eye-ap- 
pealing than the past. 

Designers have constructed minia- 
ture theatres in rail station waiting 
rooms; banks are using color murals 
of local industries based on auto- 
matic slide projection; real estate 
firms show their prospects house 
listings on cabinet slide units. The 
possibilities are limited only by 
practicality and imagination. 

For this purpose, we offer a few 
glimpses of the present and set the 
stage for your future displays. 
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A BUSINESS SCREEN PICTORIAL 
REVIEW OF EQUIPMENT IN USE 


Featuring These Practical Pointers: re 

















How to Use Continuous Motion Picture € 


Projection at the Point-of-Purchase 
* Showing Product Features to Consumers : 
Via Economical Slide Projection a 


* Motion and Sound Devices Help Demon- 


ee 
Be. ge ee 


strate Product in Use: Build Sales 


Build a Movie Screen Into Your Exhibit 




































*® Colorful Slides Complete the Story for 
Convention and Office Display Exhibits 


BE EOSIN 


*% Sound Devices Can Also Stand Alone as 
Useful Tools for Exhibits and Displays 


Be OE 


Making Home Demonstrations Effective 


can 


Slides Are Economical for Office Selling 
Hold the Crowd With Outdoor Displays 
Dioramas Can Deliver the Sales Story 


Industrial Messages Can Be Visualized 





SIGHT /SOUND FOR 


DISPLAY & DEMONSTRATION 





Focussep ATTENTION on the lighted screen holds the prospect's interest as 
the salesman also emphasizes important product advantages. 
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PROJECTED SLIDE SELLING on the counter helps this paint store sales clerk 
get an extra message across. A Projectograph unit is shown above. 


Wilt 


aX 
Disptays or Housewares make a perfect setting for this TSI Suitcase Pro- 
jector showing in a retail store, adding “life” to static display. 
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DRAMATIZING THE PRODUCT FOR SALES AT 


POINT OF PURCHASE 


Motion Pictures Enliven 
Product Demonstrations 


* Realistic motion plus synchron- 
ized sound bring “life” to products 
where physical operations are vital 
to sales. Such equipment is “self- 
contained” as another advantage 
and can be set up and running in 
seconds. Self contained 16mm film 
magazine is a key accessory since 
film then is automatically rewound 
following each showing, ready for 
the next presentation. Screen sizes 
up to 135 square inches; bright 
illumination and forced air cooling 
are other features to look for when 


Simplicity With Selling 
Punch in Slide Projection 
* When 


cost and visual attraction are con- 


simplicity of operation, 
sidered and motion within the scenes 
is not essential, the new automatic 
slide projectors have much to offer. 
Counter, floor or window displays 
get plenty of deserved attention from 
colorful slide presentations. Bright- 
ness is another factor which makers 
of these machines strive for and in 
the several equipments shown in 
these pages, have achieved. 

Key considerations in the use of 
slide equipment are (1) The audi- 
ence, i.e. its composition and wheth- 
er moving or standing; (2) Loca- 
tion of the equipment; and (3) Ac- 
companying signs, etc. These are 
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Sound Devices Will Attract 
and Hold Those Prospects 


* Pictures that move, either as still 
pictures changing with a continu- 
ous frequency or motion pictures, 
have a universal crowd appeal. 
Otherwise static display setups are 
brought to life when visuals are 


thus used. 

Products can be used as the stage 
for audio and visual presentations. 
Sound devices, such as the auto- 
matic tape reproducer which re- 
peats the sound message, can be 
“built in” refrigerators, laundry 
equipment, ete. While sound alone 
is not as 


effective as combined 


sight/sound, it has its important 
place. You get from 15 seconds to 


15 minutes of automatic sound on 


YHUAIOUAAVEOALOFNOLGHN 


selecting this type of equipment for 
displays or any kind of visual dem- 
onstration purpose. 


SA 


Ampro’s REPEATER 
projector is shown above. 


l6mm_ sound 


the rules of the visual display “game” 
which help make the difference in 
sales results for the user. =a 


Reaw Estate sales are aided by Ad- 
matic slide showing of listings. 


such tape-sound devices of whi h a 
specific example is illustrated below 
from a recent Westinghouse cam- 


paign, designed by Cousino, Inc. 





OPEN MY DOOR—SEE AND HEAR MY 
STORY OF WORKLESS WASHDAYS' 
A + nietin. ine. nhthaitonibibanon - 








TaLKInG LaunpROMAT combined 5 
minute sound /sight program. 
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A BUSINESS SCREEN VISUAL SELLING REPORT 





















LIGHTED PICTURES AND SOUND HOLD INTEREST AT . 2 . ’ _ 2 


SHOWS AND EXHIBITS ST-REGIS™?| RCO 


TAGGART CORP + BATES VALVE BAG CORP. - VALVE BAG CO. 


Build a Movie Sereen + Auto shows, national trade fairs, . | do 
: 2 bt pe convention exhibits of all kinds have (\ > 3 100 ips 
Into Your Show Exhibit long ago demonstrated the interest \ <4 / PE yp, ' 
— value of sound motion pictures. Be- % : | U3 ‘ 

i yond their obvious function of en- EFFicieyy 
livening the exhibit display, the 
movie screen brings the plant, the 
production line and the full story of 
product functions to the exhibit vis- 
itor. An extra dividend is the added 
time which viewers thus spend at the 
exhibit area. Screens can be clever- 
ly designed to fit into the pattern of 
the exhibit as shown in these pages. 
Film showings create a focal center 





within the exhibit space, add color 







































AUTO SHOW visitors stop and watch and attract viewers through motion INTEGRATED VISUAL SELLING brought home key sales points to visitors who 
DeSoto sound motion pictures. and sound elements. vg saw this recent St. Regis Paper Company trade show exhibit. 
| | AMNION nL AIO 


® Where motion is not an essential. 


( olorful Slide Display many exhibit designers are adopting * - - 
Focus of Exhibit Area today’s greatly improved models for UNIONS billion- bag source 
slide projection. These change pic- for America’s packaging ee 

tures automatically, can show big > 
scenes most realistically in full color, 
are as nearly foolproof as possible 
in operation. Here again slide pro- 
jection screens can be built into the 
exhibit design or you can use some 
of the ultra-modern cabinet models 
out on the exhibit floor area. Either 
way you get the same added divi- 
dends in extra visitor time, a wider 
dimension in show material that can 
be presented within the comparative 
limits of expensive exhibit space. 
All these advantages add up to better 
selling of either products or ideas 





depending on how thoroughly the ex- 


Wen "lan el mA 





BurrouGHs IN Canapa used Ad- hibitor goes into design and ideas Home Orrice Exuisit of Union Bag & Paper Corporation featured the con 
matic slide projection in screen area. for his visuals. R tinuous still projection of the company’s full range of products. 
MAHOMET HLLIWUILOUULUAIVULLUVIAOAOAUULUESVO TATU AHL int | | (VIUUUILULULLLLLLLLLLLLLUUOLLULLSLLAISUL LULL SLA ULUETvtottin ti eesieeungtegtvn casi 


Sound Is a Dimension * Although either slide or motion 


pictures can stand up well against 
for “Life” in Displays almost every iight condition pre- 

sented at trade shows, there are 
times when sound alone is called for. 
Borden’s “Talking Elsie” is one in- 
stance when sound was a real fea- 
ture; RCA’s use of sound is obvious. 
Products of all types can now speak 
for themselves through modern tape- 
sound accessories which are small 
enough to fit into every conceivable 
type of exhibit. 

These compact sound package 
units repeat automatically. It helps 
to use a “push-button” technique, 
however, so that passers-by can start 
the sound. The “electric eye” can 
also activate such devices, saving 
both equipment wear and current as 
well as attracting attention when 
Coustno, Inc. of Toledo created the sound and/or pictures suddenly RCA Victror’s MANHATTAN Exuipit area includes many novel audio-visual 
Elsie’s sound unit. go into action for passersby. md display ideas, including this novel record-playing sound unit shown 





— 
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Home Owners Are Seeinc colorful home improvement motion pictures 


(up to 22 








2 minutes long) via TSI “suitcase” projectors. 


Use Slide Projection for Office Selling 


Kopasiive Taste Viewer is shown 
“loaded” for selling action 


* The same prin iples of portabili 
ty hold true when these tools are 
office demonstrations. 
Watch the time factor: busy oflice 


we he dules 


applied in 


wont allow for set-up 
time and lengthy showings are out. 
But you compress time and deliver 
a better sales story with well-organ 
ized visuals so they save precious 
minutes-—increase the selling period 
Companies with a variety of mod- 
els—— many features to discuss—can 
put well-staged pictures in con 
venient slide mounts and thus focus 
attention on the lighted screen while 
spoken sales points are keyed to the 
illustrations. Modern. slide projec: 
tors are housed in convenient table 


top cabinets, ready to use Wy 


Snow WorKERS complex mechanical setups right in the shop with TSI 


“suitcase” sound motion picture projection as shown above. 


Motion and Still Pictures Help Make 


Home Demonstrations More Effective 


® For sales demonstrations in the 


home, both motion pictures and 
slides can help bring important facts 
about products but there’s a cardi- 
nal principle to watch: projectors 
must be light, easy to get into action 
and prepared for use before ringing 
your prospect's doorbell. Tire sales 
have been made with movies; oil 
burners demonstrated; aluminum 
windows displayed. Consumers get 
the full story when visuals help make 
it clear, memorable. Motion is often 
essential, when it’s not—use colorful 
slides in an organized package which 
has been pre-arranged to fit key 


points to be presented. 


4 


Fr Port-A-View shows up to 36 
slides, weighs 414 pounds. 


Prospects SEE your product story via this convenient Projectograph “De- 
Luxe” projector; holds 14 2x2 slides; 81," x 11" screen size. 


mim 
ILM 


Visualize Industrial Topics for Workers 


® Costly losses in time required for 
group meetings and the advantage 
of putting employee message ma- 
terial right near the bench or lathe. 
at bulletin boards or in recreation 
areas have made both continuous 
motion pictures and slide projection 
devices valuable industrial 
Safety, 


SAVINGS, vacation ideas and basi« 


assets. 


morale, tool conservation. 


skill training are some of the current 
uses which industry is making of 
visual equipment of these types. 

In the case of continuous motion 
pictures, their operation has been 
made fairly foolproof. One individ- 
ual should be assigned to setup and 
maintenance, A slide projection 
cabinet will be no problem but a 


man should be assigned to check its 


BUSINESS 


program material, to change setups 
from ready-mounted discs, ete. and 
other minor maintenance. Lt 


ProyectocRaPH also offers tape 
playback unit shown right above. 
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Get and Hold Crowds With Visual Tools 


Applied to Outdoor and Window Displays 





Model SP.1 carries 
has 3,000-watt brightness. 


GENARCO, INC. 
) slides, 





a ts 


Suow Boarp Mone offered by Pictur-Vision has 40" 


| of Foor $0- PORT Shoes 


Yf you Care make yout Feet . yor 


* The such a 


traffic stopper that its use on large 


motion picture is 
outdoor displays has been discourag- 
ed but remarkable 
achieved with outdoor slide projec- 


effects can be 


tion. Screen sizes up to 50 x 50 feet, 
but averaging about 40” x 60” will 
attract attention (see left and below 
for typical equipment). A_ water- 
proof outdoor cabinet will house the 
projector. Translucent 
used between two sheets of plate 
glass. Window displays and night- 
time use in large salesrooms get 
results where traffic indicates an 
after-dark audience. Comparatively 
little upkeep is required. Ui 


screens are 


HOES 


x 60" translucent 


screen; projector at rear is housed in weather-proof cabinet. 


a! vyreneeety TTYNOPNNTUHNTENTENT TY HUN 


The Diorama Is a Visual Selling Tool 


* The 
a diorama is usually a job for spe- 


design and construction of 


cialists. To show models and tech- 





750-watt 


Te.-A-STory’s 
shows 12 slides automatically. 


projector 
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nical operation, ete, in scale, area 


planning. industrial developments, 
this visual tool has come out of the 
museum and into practical selling. 
The trade show and fair exhibit are 
excellent diorama opportunities and 


Alc oa 


motion 


in these companies like 


have employed automatic 
picture and slide projectors to real 


Visuals add “life” and 


motion to the static scale model dis 


advantage 


play or exhibit. 


Salesrooms and _ exhibit areas 
around the office can provide ex- 
the trend 


toward urban business exhibit rooms 


cellent sites for dioramas; 


is also noted among larger com 
panies who use reception areas and 


display in this way. a 





Tais me 
WOnsonge ee 


UaiTED 





CROWD Stopper: this outdoor movie ad showing in Chicago was so potent it 


jammed traffic; 


slide showings can he ‘ qually é fle clive, he ‘ep people movine 


Slides and Memuted Pic ‘tures for Displays 


* Several firms are offering devices 
which hold a series of individually 
mounted cards which are ilhiuminat 
ed as they move in their continuous 
display cabinet. Motion and color 
are present and this equipment 


doesn’t require projection lens o1 


quite as much illumination power 
For counter display or similar uses 
the automatic card changer may be 
considered when art material suit- 
able for its use is readily available. 
Image size is 8 x 10 inches and cost 
is comparatively low for such equip- 
ment. The illustration at the right 


shows a typical cabinet setup, Both 


Admatic and Wilson offer such 
models, averaging about 18 8” x 10” 
photos or cards. ad 





Witson Company offers this auto- 
matic card-changer display unit. 


RADIO RELAY 





AMERICAN TELEPHONE & TeLEGRAPH’S long distance exhibit in Manhattan 


features this diorama o} radio relay operations and their principles 


SIGHT / SOUND FOR DISPLAY & DEMONSTRATION 


MM IN GTM Le rT iN 
Good Design Ideas With Integrated 
Use of Visual Display Tools 


(CONTINUED FROM PAGE 48) 
these are some of the special ques- 
tions asked of those who specialize 
in visual display equipment design. 
Rear Projection Screens 

Since a major part of visual dis 
play projection depends on “rear 
screen” showings wherein the pro- 
jector is mounted behind the screen 
surface, the types of screen material 
used are of keen interest. These 
types are available. 

1. Standard ground glass 

2. Special fine sand-blasted 
ground glass. 

3. Sand-blasted lucite. 

1. Polarized coated glass 

5. Lacquer coated glass or lucite 

6. Fresnal lens-condensing sys 
tems on plastic. 

7. Special dark coatings and 
smoked-glass screen materials. 

8%. Thin sheet-rubber tightly 
stretched (and amazingly transpar 
ent). 

9. Tracing paper or cloth. 

LO. Etched cellulose acetate, et 

The choice of these materials is 
pretty much a matter of best judg 
ment on the part of the manufa 
turer and his advice will prevail. 
One screen may show up well under 
a certain lighting condition, ete. 

All factors, such as size, light con 
ditions, wattage of projector, me 
chanical or travel conditions and 
whether for indoor or outdoor use, 
must be known. 

Mirrors Solve Space Problem 

On special order designs, which 
are fairly frequent when standard 
visual mechanisms have to be adapt 
ed to the space limitations of exhibit 
or convention areas and displays, 
mirrors are a key consideration. Fou 
locations near the projection lens, a 
special front surface mirror will be 


Secr-Containep Selectroslide dis 
play cabinet has a 17” x 17” black 
translucent screen area, shows 48 
scenes in continuous series. 


BuLtock’s. swank Los Angeles’ retail store, used a Selectroslide setup in the 


screen at center background loran Olga corset display 


Cotor Murats tn Motion are used in this Frankfort, Indiana bank lobby, 
using two Selectroslides showing local companies and products. 


PICTURES ON THESE PAGES ARE 
USED THROUGH COOPERATION Ot 
MANUFACTURERS AND SPONSORS. 


Write for Free List 

of Manufacturers 
* A complete checklist of 
names and addresses of the 
manufacturers and distributors 
of visual display equipment 
pictured in this special section 
is available free on your letter 
head request. 

Write the Reader Service 
Bureau, Business SCREEN at 
7064 Sheridan Road, Chicago 
26 for your convenient buy 


er’s cuide to these tools. 


VIEWMASTER slereo scenes in color 


are viewed within this attractive 


Thermador counter display unit. 


95% eflicient in transmitting light. 
Good quality thin plate glass mir- 
rors apparently work well in posi- 
tions near the screen surface. They 
must be kept free of dust or readily 
accessible for occasional cleaning. 
Designers figure mirror placement 
by scale drawing of a side view of 
the projected rays from the lens. 
Then this cone-shape piece is cut out 
and represents the height of the pro- 
jected picture at any distance from 
the lens. The cone is then folded 
and bent to get the desired image 
Mirrors are 
located at the folding positions. 


size within the area. 


Remote Display Controls 

People like pushbuttons . . . so the 
basic remote control tool of the vis- 
ual display user is simply a con- 
venient switch or push button that 
activates the projector or sound unit. 

The next step is to have a “hold 
picture” switch which allows the 
normal cycle of still picture change 
to be “held” or stopped for longer, 
personal inspection of the scene. 

Picture advance switches, backup 
switch and combinations of on-off 
forward-reverse controls are pos- 
sible but generally unused except 
where a personal attendant is pres- 
ent. 

Notes in Retrospect 

Sight/Sound Projection is a crea- 
tive tool, a theatre of ideas. It places 
the power of visual salesmanship 
where and when the user wants it. 
It may be used to direct prospect 
traflic to the sales people, to the 
product itself. It may keep the 
prospect at the point of sale for that 
important interval of decision. 

Results from the use of these tools 
will be in ratio to the imagination 
and skill with which they are ap- 
plied to the job. 


SHOPPER-STOPPER mechanism de- 
veloped by Harwald Co. is within 
this General Mills feed display setup, 
showing continuous filmstrip pro- 
gram on us screen, 
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Movies aboard ship no problem here 








NO. 4 OF A SERIES 


on better selling, training, and 
demonstration through photography 


Audio-visual methods pay off in many ways. ..a few examples from the files of Kodak Audio-Visual Dealers 





Photography important to railroad maintenance 








western public utility. * 


™ we. *, e ~~ 
e Gav, Now... Kodak Projec- 
; tors to meet every 


lomm. requirement 
A complete line of Ko- 
dascope 16mm. Projec- 
tors based on the fa- 
ete! mous Pageant design: 
Kodascope Royal Projector for silent screenings. ..the 
heavy-duty Analyst for critical movie study ...the eco- 
nomical standard Pageant for average sound-and-silent 
shows...the super-brilliant Pageant AV-071 for sound 
shows in hard-to-darken locations... the Model AV-151 
' and AV-151E Pageant Projectors for quality sound even in 
| spacious auditoriums. Also available through your Kodak 
| Audio-Visual Dealer—the remarkable Eastman 16mm. 
| Projector, Model 25, for theater-type installations. 
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Utility makes own public-relations and project films 


- 
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Recently one of the Scandinavian shiplines operating out of Balti- Two engineering-department heads of a large eastern railroad 
more installed 16mm. Kodascope Pageant Sound Projectors aboard use color photography to check the details of bridge construction 
its ships. Movies, of course, are no novelty on the high seas, but you along the road and also maintenance of way. Each engineer takes 
may have experienced periods when both picture and sound faded his own Kodachrome slides. One uses a Kodak 35 Camera, the 
due to voltage drops. Of the projectors tested on this score, the other a Kodak Retina or Kodak Flash Bantam. All transparencies are 
16mm. Kodascope Pageant Sound Projector was the only machine then identified and dated. When bridge alterations or repairs are 
that performed brilliantly even though voltage dropped sharply. necessary, the pictures are projected with a Kodaslide Table 
Its superb optical and sound systems, plus permanent lubrication, Viewer as an aid in determining how to proceed. Maintenance-of- 
make the Pageant extremely dependable, especially important way photos are helpful in judging the effectiveness of paints, weed- 
where service facilities are not easily available—reports this user. * control chemicals, etc.—reports this railroad. * 
Wiry | [ 
" Pa § m Lt» | 





How car manufacturer presents new models 


“The Cine-Kodak Special Il Camera has been extremely useful to “One of our main uses of still-projection equipment is found in the 
us. We used it for filming two full-color 16mm. sound motion pic- annual announcement of new car models. Our largest sales division 
tures: ‘Water in the West’ and ‘Streamlined Montana.’ We also gathers its wholesale organization here where the representatives 
use it to follow the progress of construction work, both on electric- are shown by color-slide projection all of the style, mechanical, and 
power installations and natural-gas pipelines. The latter films, while selling features of the new models. Each group then returns to its 
not completely edited, are available as engineering aids and zone where similar presentations are made to local dealers. Koda- 
could be utilized in the production of construction films.""—From a ; slide Master Model Projectors are very efficient and do an 


excellent job."—From a large automobile manufacturer. * 


These are but a few examples of the ways in which Kodak Audio-Visual materials are helping 
business and industry to make and sell better products. Send coupon below for the name of your 
nearest Kodak Audio-Visual Dealer—one of a coast-to-coast group of qualified specialists in the 
particular audio-visual requirements of business, industry, school, and church. 


*Name on request 


BUSINESS FILMS... demonstrate, train, dramatize, sell 


EASTMAN KODAK COMPANY | 
Rochester 4, N. Y. | 


Please send me name of nearest Kodak Audio-Visual Dealer; also complete in- 
formation on the products checked: 

() 16mm. motion-picture cameras [] 16mm. sound projectors [_) miniature 
still cameras (_) color-slide projectors and table viewers 4 






NAME__ __POSITION 






COMPANY 
STREET 
city. 
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¢ LONG PLAYING 
AUTOMATIC 


(MICROMATIC) 


Sound Slidefilm 


22 minutes of uninterrupted program 
in a single small case. 


DUKANE 424 again 


bringing to you for the first time all the real advantages 
of reliable automatic sound slidefilm with Long Playing 
(microgroove) records: 


% No record case to handle 

% 22 minutes on one 12-inch record side 
%& Record and films carried in projector 
% Lower mailing costs for L-P records 


Don’t fail to be fully informed about this new develop- 
ment. Write or mail coupon today. 


The New —. 


DuKanE ~ 


‘*MICROMATIC" 


Sound Slidefilm Projector 
MODEL 14 A 290 


DUKANE CORPORATION, Dep!. 8 $ 93 St. Charles, Illinois 


[| Please send me further information on DUKANE Sound Slidefilm 
Projectors 


[ | would like a demonstration 
Name 

Position 

Address 


Zone 


City _ State — 
THE WORLD'S LARGEST PRODUCER OF SOUND SLIDEFILM PROJECTORS! 


| 





A Film Program Serves Heavy Industry: 


Hyster Company Expands Visual Program to Help 
Dealer Family With Practical Demonstration Aids 


Giocmm or later the sales thinking 
of every company swings around 
to the industrial film—some enthu- 
siastically and some _ reluctantly. 
Film programs can be costly, and if 
badly handled can sour management 
on this form of pre-selling. 

Hyster Company, manufacturers 
of industrial trucks and tractor 
equipment, is a young company that 
has grown in the past 25 years from 
job-shop size to a well-known firm 
with three factories in the U. S., one 
in the Netherlands, with products 
sold through more than 700 dealer 
stores in 58 countries. In spite of 
this Topsy growth, company policy 
has always been that you have to 
crawl before you can walk. 

Program Limited in Past 

Over the years Hyster, of course, 
accumulated a considerable quantity 
of stock footage of their products in 
action—some of it of little value, but 
most of it of passable quality. Al- 
though Hyster had produced one 
successful sound motion picture, 
they never had a definite film pro- 
motion program. In fact whenever 
the subject came up it met with a 
cold It was feared that 
costs, proportionately to sales, would 
be prohibitive; that it probably 
wouldn’t increase sales; and that it 
might find acceptance even 
within their own organization—a 
very important pre-requisite to any 
promotion project. 

Two things were responsible for 
a gradual change of thinking: First, 
there has been an increasing demand 


response. 


not 


from the selling organization itself 
for this type of tool; secondly, the 
nature of the product is such that it 
cannot always be effectively pro- 


moted at point of purchase like con- 
sumer goods. Heavy equipment is 
usually classed as capital goods and 
actual sales are the result of long 
negotiations and demonstrations with 
several different members of the cus- 
tomer’s firm. Frequently a purchase 
requires the okay of the president or 
hoard of directors. 

Useful Demonstration Tool 

It’s obviously impossible for a 
salesman to carry a sample around 
with him when he sells a ten-ton 
product. Furthermore, most of 
Hyster Company’s equipment is sold 
after demonstration, which can be 
costly and involve much time and 
effort assembling all interested par- 
ties. A good film, however, can 
often take the place of a demonstra- 
tion—or at least arouse some action 
on the part of the prospect without 
the expense of an actual trial. A 
good film also can say the right 
thing at the right time, whereas an 
actual demonstration often has a 
perverse way of getting fouled up 
just when you think the prospect is 
becoming interested. Bad demon- 
strations are worse than no demon- 
strations. 

Problem of the “Grid Roller” 

A good case is the company’s 
“Grid Roller.” This machine, which 
is a new tool for rebuilding bitu- 
minous roads, is designed to be 
towed behind a regular roadbuilding 
machine such as a “Caterpillar” 
diesel tractor or motor grader. Even 
though revolutionary in design and 
effectiveness, promotion of this ma- 
chine was difficult. 

Contractors and governmental 
agencies are slow to invest budget 
(CONTINUED ON PAGE 58) 


Tue “Hystaway” Back Hoe on a road job in Oregon's coast mountains is 


Art Kramer’s motion picture subject. 
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YOU CAN’T GET BETTER QUALITY 
ANYWHERE THAN FROM 





a se — Lebrun MIC. 


1905 FAIRVIEW AVENUE, N.E. @e WASHINGTON 2, D. C. 
phone LAWRENCE 6-4634. 
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Hysrer’s CAMERA shows the product 


making hard jobs look easy 


(CONTINUED FROM PAGE 56) 


dollars into new methods and ma 
chine. In addition, the size and cost 
of the Grid Roller is such that it 
cannot always be made available fo: 
a demonstration whenever and wher 
ever a prospect becomes interested 
Also the Grid Roller cannot be dem 
onstrated by itself——it must be towed 
by another costly piece of machin 
ery, not manufactured by Hyster 
Company. 

Another factor that has been a 
problem in promoting this equip 
ment is that to put an actual floor 
sample or demonstrator in each dis 
tributorship around the world would 
require an investment of nearly a 
quarter million dollars and throw 
produc tion schedules completely out 
of balance with the more than 30 
other tractor tools and attachments 
also manufactured by the company 


Test Leads to Program 

In order to bring the story of the 
new Grid Roller at least to the dis 
tributor personnel and salesmen, as 
well as potential customer, random 
footage of stock film was edited, 
titled, and made into a short silent 
film. Several prints were distributed 
for use at sales meetings, demonstra 
tions and at any other time an inte: 
ested audience could be captured. 
The one accomplishment of this film 
was to inspire an overwhelming de 
mand from the field for a good pro 
fessional sound and color film that 
distributors could use as a sales tool 
and sales management could use in 
conducting training meetings. 

This was the sort of green light 
that Dar Johnson, sales promotion 
manager, and Ray Howerton, in 
charge of tractor promotion, were 
waiting for. With plenty of case 
studies in the files to choose from, 
Howerton worked up a continuity 
designed to tell the Grid Roller story 
effectively. All of the footage that 
had been shot on Grid Roller op 
erations was gathered and Jim Law- 
less of the Seattle firm of Rarig 
Motion Picture Company was called 
in to put the film together. 

The Rarig firm was already fa 






HYSTER EXPANDS VISUAL PROGRAM FOR DEALERS 


miliar with Hyster Company prod- 
ucts and even had some pertinent 
stock shots in their files. Under these 
circumstances, a minimum number 
of conferences were necessary be 
tween Rarig and Hyster personnel, 
also a minimum amount of addi 


tional footage was required. 
Service Groups Perform 
Case studies were boiled down to 
Sutter County, City of 


Hanford (Calif.) and State of Cali 


fornia (at Sacramento). These three 


three jobs: 


involved the three principal agencies 
that could most effectively use the 
Grid Roller 

Rarig edited the material, col 


counties, cities, states. 


laborated on the script, shot titles, 
handled the sound. Background mu 
sic consists of excerpts from “Traf- 
fie” by Wilfred Burns, recorded by 


the Harmonie Orchestra conducted 


by Hans May. Printing was done 
by Consolidated Film Industries of 
Hollywood, and color processing by 
Art work, 
for titles and animation, was han- 


Eastman Laboratories. 


dled by Grace Turner. Joe Nelson 
did the editing and Reg Miller the 
narration. 

When the answer print was in 
Howerton’s hands, a preview was 
arranged for some of Hyster Com- 
pany 's top sales management people. 
The results convinced them that the 
story of the amazing cost-cutting fea- 
tures of this new road-building ma- 
chine could be told effectively by a 
top-notch professional film. 


Promotion Kit Developed 

To sell further the idea to distrib- 
utors in every part of the world, How- 
erton then prepared an announce- 
ment kit containing a statement of 


“Outer Space” 
for 
RICHFIELD OIL CORP. 


7, 


producers for over a 


quarter-century 


Slide films ¢ Motion pictures e Films for TV 


Frederick K. 


6063 Sunset Boulevard, Hollywood 28 














Tue Grip RoLier on a road-build- 
ing job; Ray Howerton at camera. 


Hyster’s motion picture policy, order 
blanks for renting or buying prints 
at cost, shipping information and 
details on how to use the film to 
Additional back- 


ground material for salesmen was 


best advantage. 


included in the form of detailed case 
studies, facts and figures on bitu- 
minous roads and streets, reprints of 
articles on the Grid Roller operation 
from trade magazines and copies of 
news releases. 

Reaction from the field was im- 
mediate and gratifying. Many dis- 
tributors began to show an interest 
in the Grid Roller for the first time; 
others saw in the Grid Roller film a 
highly effective sales tool that could 
be used to bring the story to their 
customers. One of the first uses of 
the film was at the annual two-week 
“Export School” conducted in Pe- 
oria, Hlinois for both Caterpillar 
Tractor Company and Hyster Com- 
pany foreign distributors, including 
sales and service personnel from all 
parts of the world. The film was en- 
thusiastically received by these over- 
seas people. 

After this initial success in pro- 
ducing a professional selling tool at 
comparatively low cost, utilizing ma- 
terials already on hand, Hyster Com- 
pany will undoubtedly go ahead with 
a definite program of industrial 
films, not only in the Tractor Divi- 
sion of the company but also the 
Lift Truck 
learned that a good film, properly 
planned and produced by _profes- 
sionals can be one of the most in- 
expensive and effective sales tools on 


the budget. Ge 


* * * 


Division. They have 


Radiant Appoints J. Silverman 

+ Appointment of Junius SILVER- 
MAN as plant manager for its new 
branch on Chicago’s near south side 
has been announced by Rapiantr 
ManuracturinG Corporation. He 
will be in charge of the manufacture 
of theatre screens. 

Previously, Silverman has been 
business manager for a Chicago wel- 
fare agency and was production 
manager of Cases, Inc., a subsidiary 


of Bell & Howell. 


BUSINESS SCREEN MAGAZINE 











NUMBER 


6 


Re IIL ED tek Sn 





epPeee3steese#esgHerfeere?ee#8?8 @ 











TAPE RECORDING 





\ 


REVERE TAPE RECORDER—Takes dictation, records important meetings, 


speeches, inventory, production details! Reviews important points for sales or 


employee training. Permits sales staff to practice and improve sales technique. 


Doubles as an entertainer at company social affairs. 


Model T-700— Brings you performance and high 
fidelity heretofore obtainable only in costly pro- 
fessional broadcast equipment. Exclusive index 
counter permits instant location of any part of 
recorded reel. Automatic “keyboard” controls. 
Full two hours play on each 7-inch reel of eras- 
able, re-usable tape. Complete with microphone, 
radio attachment cord, 2 reels (one with tape) 
GRE CRITYING CRED s oc cccccccceccece $225.00 


a MOVIE PROJECTION 


TR-800— Some as above with built-in 
Stance tecenes i400 004+ icterves $277.50 
Special Studio Models—Speed 7.50 


T-10—Complete with microphone, radio attach- 
ment cord, 2 reels (one with tape) and carrying 


eee errr rrr Ter TTT Te tT Ter $235.00 
TR-20—Same as above with built-in 
Oi.nesedcduteeneceesevscdeuees $287.50 


REVERE “16" SOUND PROJECTOR—Projects your sales story at its best! 


Brilliant, clear, natural picture and true ‘theater’ tone. Lightweight and exceptionally 


compact—for easy portability from company to company. So easy to thread 


and operate—your beginning salesman will use it like an expert! 


750-watt lamp brilliance; fast 2-inch F/1.6 coated lens. Complete with speaker- 


carrying case and cord, take-up reel, 1600’ reel extension arm, instructions. 


§ SOUND MOVIES 


REVERE SOUND-MOVIE SYNCHRO-TAPE—Increases the value of your 
old silent films—by adding sound. Use films again and again by changing the 


message to fit each new business situation. Make revisions quickly, easily. 


Revere Sound-Movie Synchro-Tape is especially designed to enable you to 


synchronize picture and sound perfectly. One 5” reel provides sound for 
800 feet of 8mm film or 1600 feet of 16mm film. Complete with 


Synchro-Reflector, directions. Per reel, 
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$325.00 


REVERE CAMERA COMPANY 
f(LrIinonrs 


National Video Productions, Inc. 
Opens Capital Service Studio 

*% The old Carolina Theatre in 
Washington has been remodelled 
into a modern motion picture sound 
stage to serve Eastern TV and film 
producers. 

The newly completed studio was 
built by McGeary-Smira Lapora 
Tories, Inc., of Washington, and 
will be operated by National Video 
Productions, Inc., according to 
James A. Barker, president of the 
film processing laboratory. National 
Video will film all of its own pro 
ductions at the new stage and will 
also make the facilities available to 
other producers on a rental basis 


Available to All Companies 


Mr. Barker emphasized that the 
stage is a “service studio” which 
was constructed for the benefit olf 
producers and “will be available to 
all producers with partiality to 
none.” Completely air-conditioned, 
the stage is equipped with all facili 
ties for film production from a 20 
second TV spot to a full length mo 
tion picture. It is located at 105 Lith 
Street, S.E. 

The stage proper has a floor area 
of approximately 2,200 square feet, 
with a ceiling height of 15 feet. To 
facilitate production flexibility and 
set construction, the stage is equipped 
with portable light bridges. Com 
plete lighting equipment—from Inky 
Dinkies to 5 k.w. spots—-are avail 
able. More than 100,000 watts of 
lighting are provided on 36 circuits, 
all remotely controlled from a port 
able console board which may be 
wheeled to any area of the stage 
floor. 

Sound recording facilities include 
RCA 35mm tape recorder at the 
stage and RCA re-recording equip 
ment at the MeGeary-Smith lab, at 
1905 Fairview Avenue, N.E., in 
Washington. Complete camera 
equipment is available for all stage 
and location production. 


Technical Staff on Hand 


Members of the McGeary-Smith 
technical staff who will be on call to 
serve producers include: William N. 
Brooks, production manager; Al 
Bruch, director of sound depart. 
ment; and Arthur Rescher, sound 
recording engineer. 

Other facilities of the stage in 
clude modern dressing rooms, a re- 
ception area and office space. F. Wil- 
liam Hart, Production Director of 
National Video, will move his office 
to the new stage. Harold A. Keats, 
National Video President, will con 
tinue to be located at National Vi- 
deo’s downtown office at 1706 Rhode 


Island Avenue, N.W. GR 


AIR-CONDITIONED SERVICE STUDIO IN NATION'S CAPITAL 


Tris Air-ConpiTIoNneD service studio was recently completed in Washington, 
D.C. by McGeary-Smith Laboratories. Inc. and will be operated hy National 


Video Productions, Inc. on an impartial “available to all producers” basis. 
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... To transmit ideas 


... To sell merchandise 


Nothing is as real and 
believable as Color. 


No color is more meticu- 
lously exact than Tri Art's. 


No service is more coopera- 
tive. 


CORPORAT 


245 WEST 55th STREET, N. 
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New DuKane “Micromatic’’ Sound 
Slidefilm Projector Announced 

* Production of a new “Micro- 
matic” sound slidefilm projector has 
been announced by DuKane Cor- 
PORATION of St. Charles, Illinois. It 
is specifically engineered to play au- 
tomatic 30/50 long playing (micro- 
groove) records with full reliability. 
The development is the result of a 
long period of research by the Du- 
KANE Engineers and close coopera- 
tion with major manufacturers of 
long-playing records. Extensive field 
testing was carried out by actual 
users under rugged conditions on 
both coasts and in the Middle West. 

Uninterrupted sound slidefilm pro- 
grams of 22 minutes or longer may 
he presented from one side of a 12- 
inch record using automatic syn- 
chronization of the record and film. 
Such records and films may be cat 
ried in the projector case making it 
unnecessary to use a separate carry- 
ing case for the records. The use of 
10-inch and 12-inch long playing 
records also decreases the cost in 
shipping large quantities of records. 

The exclusive “Microflex” tone 
arm is the results of hundreds of ex- 
periments and thousands of hours of 
engineering. Its controlled wrist- 
action and scientifically-shaped uni- 
versal stylus give it equal effective- 
ness on standard or fine cut low 
frequency grooves without cartridge 
turnover or other adjustment. It is 
the only known arm of its size that 
will play 16-inch records. This pat- 
ented feature makes possible maxi- 
mum flexibility of use in a most 
compact automatic projector. 

Other features of the DuKane 
“Micromatic” Model 14A290 are: 
“Synchrowink” film advance that 
changes pictures quicker than a 
wink, new jam proof film magazine 
for film protection, new powdered 
metal framing clutch, two speeds 
75 and 334% RPM, 300 watts of 
light, auxiliary speaker jack, royalite 
scuff resistant case, push button cord 
for electrical film advance with non- 
automatic sound slidefilm or silent 
filmstrip. 


DuKane’s “Micromatic” Projector 
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Unique Aerial Scenes Highlight 


United Air Lines’ “California” 
* How would you like to photo- 
graph California from the tail of a 


DC-6B Mainliner, cruising at 300 | 


miles an hour? 

This seemingly impossible assign- 
ment was carried out in filming a 
lomm color motion picture, A 
World in a Week—California, just 
released by United Air Lines. Pre- 
view audiences have been intrigued 
by shots which appear to have been 
taken by cameramen astride the 
tail. Here’s how it was done. 

United’s engineers mounted two 
Eastman Cine-Kodak Specials in 
aluminum boxes on the exterior of 
the plane——one on the leading edge 
of the vertical stabilizer, the other 
suspended at the rear of the fu- 
selage. The boxes had_ plexiglass 
doors to shield lenses from dust 
whipped up on take-off. The doors 
and camera shutters were operated 
electronically by camermen in the 
cabin and cockpit. 

When the cameraman glimpsed a 
spectacular shot as they cruised 
over California, they instructed the 
pilot to point the giant DC-6B in 
that direction. They then merely 
pressed a button to open the plexi- 
glass doors and another to activate 
the shutters. In this way they ob- 
tained views of Lake Tahoe, Mt. 
Shasta and other scenic landmarks 
which set new standards for aerial 
photography. 

Produced by Cate & McGlone of 
Hollywood, under supervision of 
United’s promotional advertising 
manager. Bernard Kovnat, the 30- 
minute film required 18 months 





to prepare. The script was written | 


by Charles Palmer. well-known sce- 
narist. and the narrator is James 
Matthews. All were previously asso- 


ciated in producing the prize win- | 


ning documentary, United 6534. 

A World in a Week—California 
is available at any of United’s sales 
offices outside of California for free 
showings by schools, churches. 
clubs and organizations. The film 
also is cleared for television. 

* * * 
Peter Wilde Becomes Executive 
Producer for Nola Film Division 
* Perer Witpe has been appointed 
executive producer of the recently 
organized Nota Stupios Fitm Dt- 
VISION, according to an announce- 
ment by Vincent J. NoLa, president 
of Nota Recorpine Stuptos, Inc. 

Wilde’s business background in- 
cludes industrial and television film 
production and specialized work in 
surgical cinematography. His first 
assignment at Nola was a series of 
television commercials for the U. S. 
Marine Corps. 
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New FREE 
older 


SHOWS HOW 

TO MAKE TEACHING 
MORE EFFECTIVE 
WITH THE 


GSescler 


VA'rTS aa - 
Opaque Projector 


This informative folder, packed with pictures, shows how 
ideally qualified for schoolroom use the VU-LYTE is. It points 
out the easy availability of the free projection materials at every 
teacher's hand. It explains how applicable these free materials 
are, to every class level and subject. And it fully describes the 
exclusive features that make the Beseler VU-LYTE such an out- 
standing, ultra-modern, professional-type teaching tool, embody- 
ing an entirely new principle in opaque projection. 


This new folder, just off the press, illustrates and explains the 
Vacumatic* Platen, that holds copy flat without need for pasting 
and mounting . . . the Feed-O-Matic* Conveyor, that feeds new 
copy in and ejects the old automatically . . . 
the Pointext Projection Pointer, the built-in opti- 
cal device that throws on the screen a movable 
arrow of light which the operator can direct and 
control without leaving his place beside the 
projector . . . and other features of pronounced 
teaching value. 










*Pat. Pending tPatented 





CHARLES Bea Clee COMPANY NAME 
60 Badger Avenue, Newark 8, N. 3. 
The World's Largest Manufacturer of | eee 
Opaque Projection Equipment | city 
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IFB Releases Second Projector 
Care & Operation Training Film 
® Audio-visual enthusiasts across 
the nation promote the use of sound 
motion pictures to teach and train 
people in almost every conceivable 
subject—-except the care and use of 
their own projection equipment. 
Operators for the vital sound pro 
jector must still learn their jobs from 
individual booklets. 


Standing beside one of the most ef 


instructors or 


fective teaching tools ever created 
they ponder over printed words and 
diagrams. 

To correct this seeming paradox, 
the International Film Bureau, 57 
E. Jackson Blvd., Chicago, is pro 
ducing a series of motion pictures 
on the care and operation of projec 
tors. Stressing one brand of equip- 
ment per film, the series can provide 
the specific details and instructions 
necessary to equip a good projec 
tionist. 


Novice Can Train Himself 

The novice can show the film over 
and over to himself to perfect his 
technique, and the audio-visual de- 
partment that owns the film can keep 
it around to refresh the operators’ 
memories. 

Operation and Care of the DeVry 
lite Projector, released this month, 
was planned and paid for by the IFB 
with only the passing consent of the 
DeVry Corporation. It was pro 
duced by Crawley Films, Lid., of 
The first half of its 18 
black and white minutes are devoted 


Canada. 


to the mechanics of threading, align 
ment, etc., and the remainder is con 
with 
maintenance. 

The content arrangement 
describes the earlier, 21-minute, Op- 
eration and Care of the Bell and 
Howell Sound Projectors. 

The film on the Bell and Howell 
Projectors has become a standby in 
a great many 16mm libraries, ac 
cording to Wesley H. Greene, presi 
dent of the IFB, and he expects the 
new release to do as well. 


cerned proper service and 


same 


Users Requested the Films 

The idea for the series grew out 
of two brief films the Bureau made 
several years ago on operating and 
taking care of projectors in general. 
Film users requested something more 
specific, and the IFB decided to 
supply the demand. 

Subjects are picked on the basis 
of conversations with manufacturers 
and users alike. Though a few firms 
have expressed a definite “not in 
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NEWS ABOUT FILMS AND 


terested,” most companies think an 
IIB film would be a valuable supple- 
ment to anything they might do 
themselves. Salesmen can show this 
objective film to their prospects to 
back up their claims, and can pro- 
vide prints at cost with large orders. 

In the works now at Crawley 
Films is a film on an RCA projec- 
tor. The soundtrack for that one will 
he made by RCA engineers after the 
film is complete, but the IFB will 
pay the bill. Release prints are ex- 
pected in early 1954. 

It makes sense to use audio visual 
techniques to train audio-visual 
equipment operators, and business 
and industry should be interested in 
yet another “instructor” to keep on 


the shelf. 


PRODUCTION TECHNIQUES 


New Marine Corps Film Depicts 
Helicopter's Jobs in Warfare 


* Airhead, a new 1214-minute short 
produced by Marathon TV Newsreel 
for Sikorsky Aircraft and the U. S. 
Marine Corps, shows new methods 
of warfare developed by Marine 
tacticians in conjunction with the 
modern helicopter. 

The Marines’ problem, as it al- 
ways has been, is how to get there 
first. The Marine must move in all 
weather because the enemy fights in 
all weather. He must be supplied 
and he must maintain communica- 
And so, the Marine Corps 
makes a battle partnership with the 
machine that flies up, down and 
sideways, and stands still in the air. 


tions. 





COMPANY 
ARE 
MORE THAN WORDS... 


If they are going to be effective, your Super- 
visors have to implement them with a human 


touch. 


Develop this in your supervisors by show- 
ing them proved methods of explaining, and 
gaining acceptance for, company policies . . . 


Show them these methods with: 


“Interpreting Company Policies” 


one of the sound stripfilms in the outstand- 
ing eight-part visual course SUPERVISOR 
TRAINING ON HUMAN RELATIONS. 


You may obtain a preview without obligation. 


ADDRESS REQUESTS TO: 


Rechet Pictures, 


6108 SANTA MONICA BLVD. 


POLICIES 





Inc. 


HOLLYWOOD 38, CALIFORNIA 





BUSINESS 


Vertical assault—armed men com- 
ing out of the sky to grab the land 
and fight for it, as only a decade 
before they had come out of the sea 
to sieze the beach and fight for it. 
But atomic weapons, whether put 
there by us or by our enemies can 
make a beach unusable. The spear- 
head of fighting men must be able 
to go over the beach and beyond, 
finding the enemy where he is, and 
avoiding the effects of possible radi- 
ation. 

That is the new problem the 
Marines must solve. They must al- 
ways move as fast as they can to hit 
as hard as they can. They must go 
where danger is, or else it will come 
to where we are. The “Airhead” 
must be established. 

Airhead will be shown in theatres, 
ov television and to special 16mm 
groups interested in the subject. De- 
veloped from some million feet of 
combat footage made available to 
Marathon and Sikorsky by the 
Marines, the new film has already 
played a first run theatre on Broad- 
way, and has been requested and 
played on Class “A” time by more 
TV stations than any other subject 
in the Marathon group of TV films. 


* * * 


“Mighty Miniatures” Describes 
Production of Tiny Ball Bearings 

*% Mighty Miniatures, the story of 
the development, manufacture and 
usage of the small ball bearing, is a 
15-minute color film produced for 
Miniature Precision Bearings, Inc., 
by Depicto Films, Inc., of New York. 

The first miniature bearing, pro- 
duced in 1919 by Winslow S. Pierce, 
Jr., measured 34” in outside diam- 
eter and was used in lubrication 
equipment. Since then the tiny bear- 
ings have played an important role 
wherever reduction of space, weight 
and friction are important. They 
are found in thousands of precision 
devices. 

The film shows procedures in 
manufacture starting with the fabri- 
cation of the ring from bar stock, 
through subsequent processes to as- 
sembly, inspection and packaging. 
Prints for showings to engineers, 
distributors, educational groups and 
others are available from Miniature 
Precision Bearings, Inc... Keene, 


N. H. 


The tiny bearings in “Mighty Mini- 
atures” are key factors in thousands 
of precision devices. 
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Two Oil Films Reach 7 Million 
During 6 Months in Theatres 
* The Ow INrormMation Commit- 
TEE’S theatrical distribution program 
has enabled close to seven million 
persons to see two of its motion pic- 
tures during the first six months of 
1953 according to a recent an- 
nouncement by H. B. MiLier, ex- 
ecutive director. 


The program, which was begun 
last January, involved 24 Hours of 
Progress and Man on the Land. 
Both films won citations from Free- 
dom Foundation, Inc., for excellence 
in portraying the American way of 
life. 

Miller said the two films were 
booked into a combined total of 
4.450 theatres, received 26,102 
showings, and reached a total audi- 
ence of 6.981.231 persons in the 
January-June period. He expects 
the balance of this year to be as suc- 
cessful. 

During the same time the films 
have reached additional thousands 
of persons at showings sponsored by 
oil companies, trade associations, 
Oil Industry Information Commit- 
tees and others. 


+. * * 


SMPTE Central Section Meets at 
Wright Air Development Center 

* Wright Air Development Center 
and the Air Research and Develop- 
ment Command were on the pro- 
gram for the September 11 meeting 
of the Central Section of the Society 
of Motion Picture and Television 
Engineers. 

For security reasons the meeting 
was limited to SMPTE members who 
are citizens of the United States. 

Before the Air Force trip the 
group met at Station WLW-D in 
Dayton for a tour and two papers by 
station executives. Luncheon was 
held at WADC-ARDC followed by 
papers on “Electronic Viewer for 
Aerial Photographs” and a compari- 
son between film processing equip- 
ment. 

Two Stereo slide programs were 
shown— Aerial Stereo Photography 
and Night Photography in Korea 
and the group inspected the latest 
reconnaissance equipment. 


* . * 


Five McGraw-Hill Text Films 

Are in Work at Knickerbocker 

* Knickerbocker Productions has. in 
various stages of work, five films 
for the Text Film Division of Mc- 
Graw-Hill Book Co. based on the 
textbook, Psychology for Living. 
Also a three-reel film for the Vet- 
erinary Service of the U. S. Air 
Force, and a Filmagraph training 
film, Refueling the Airplane, for 
the U. S. Navy. 
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“ARAIEL 


MODEL 


The ideal 35mm movie camera for TV Newsreel, Industrial, 
Travel and Scientific Motion Picture Photography. 


FAMOUS ARRIFLEX FEATURES: 


Reflex focusing through taking lens, even when camera is 
running. 

Bright erect image finder, 6'/. x magnification. 
“Follow-focus”’ without assistant. 

No parallax or other finder problems. 

Full frame focusing and viewing. 

3-lens turret. 


Quick change geared film magazines (200 and 400 feet). 
No belts to connect. 


Variable speed motor built into handle. 
Tachometer registering from 0 to 50 frames per second. 
Compact, lightweight. 

Equally adaptable for tripod or handheld filming. 
Easily detachable matte box-filter holder. 





HENRY V. JAVORSKY 
Cameraman-Director 

22 years of experience 
in Europe and America 


Writes Mr. Javorsky: 


. In my time I have covered more than 1200 assign- 
ments, and exposed over a balf million feet of color and 
black and white film. Most of my shooting since 1938 
has been with my Arriflex 35. 


One of the things I like about the Arriflex is the speed 
with which it can be handled. It is ideal for every kind 
of shooting, and I have used mine for newsreel, docu- 
mentary, commercials, sports, and even feature produc- 
tions. The camera is light enough to be used hand-held. 
There is no spring motor to run down in the middle of 
a scene, and no focusing or parallax problems. The im- 
portant advantage is that every frame is rocksteady. ‘The 
Arriflex is so reliable that | can devote all of my atten- 
tion to the scene... .” 


Available at leading dealers. 


Write for literature and price list. 
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COATED LENSES in ARRIFLEX MOUNTS 


28mm f/2 Schneider Xenon*® 90mm f/3.5 Kilar 
50mm £/2 Schneider Xenon* 135mm f/3.8 Kilar 
75mm f/2 Schneider Xenon* 150mm f/3.5 Kilar 
300mm f/ 5.6 Kilar 


*With Follow-Focus Grips. 
400mm f/5.6 Kilar 


ORIGINAL ARRIFLEX ACCESSORIES 
LENS EXTENSION TUBE for close-up filming and 
cinemacrography 
HI-HAT for mounting Arriflex 35 on standard tripods 
SHOULDER-POD for vibration-free, hand-held fliming 
BATTERY — 16 Volt, lightweight, non-spill, with 
carrying case and shoulder strap 
BATTERY CHARGER 


rue new ARRIFLEX 35 repoo 


@ Sturdy, rugged and rock 
steady. Weighs only 
19 Ibs. 

@ Large universal ball- 
joint for leveling. 

@ Velvet smooth pan 
and tilt action with 
separate locks. 

@ Extra long handle 
for under-arm 
control. 

@ Spirit level. 

@ Can be used with 
all professional 
cameras. 

@ Leather boot 
available. 


U | Ny G PHOTO SUPPLY CORPORATION 


+ a © 235 FOURTH AVE., NEW YORK 3, N. Y. * GRomercy 5-1120 




























WEST COAST OFFICE: 7303 MELROSE AVENUE, HOLLYWOOD 46, CALIFORNIA . WYOMING 9026 








Audio-Visual Projectionist’s Handbook to train 
employee projectionists. This graphic, illustrated 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK” 


® Many large U. S. business firms now use the 


manual contains step-by-step lessons on good show- 


manship; 
Order 


sells at only $1.00 per copy, postpaid. 
today from Business Screen, Chicago 26. 
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The Mitchell l6mm Camera 


Immediate Delivery Milestone 

Is Reached by Mitchell Camera 

* Immediate results were produced 
by Mitchell Camera Corporation's 
recent announcement of the imme 
diate availability of l6mm Mitchell 
professional motion picture cameras 
Shortly after Vice-President J. D 
McCall's statement, the Corporation 
completed the first immediate deliy 
eries to be made in its history. 

Among the recipients of the first 
shipments were: Eastman Kodak 
Company, Rochester, N. Y.; Vet 
erans Administration, Washington 
Db. ¢ Sturgis-Grant, New York 
City; Rainbow Pictures, Miami. 
Fla.; Motion Picture Advertising, 
New Orleans, La.; Galbreath Pic 
tures, Ft. Wayne, Ind., and Futurity 
Film Corp., New York City 

. >. > 

Increased Frequency Range Marks 
New Fairchild Recording Amplifier 

® Increased accuracy and frequency 
range is the boast of a new power 
amplifier announced by FarreHitp 
Recorpine KourpmMenrT, Core.. 
Whitestone, N. Y. Model 700 A 
hooms OO ¢ ps. 

The amplifier’s basic function is 
stabilizing the speed of a synchron 
ous motor over a broad range of 
fre quem ies via audio frequene y con 
trol, independent of commercial 
power line variations. Practical and 
experimental applications include 
magnetic recorders, turntables, tim 
ing devices, high speed cameras 
servo systems, astronomical and geo 
physical units and other equipment 

Model 700 A’s drive unit consists 
of a tuning fork oscillator with tem 
perature coeflicient of one part per 
million per degree centigrade, and 
appropriate countertype dividers 
The fork unit output is filtered and 
amplified to drive four 807 tubes in 
push-pull parallel. Input power re 
quirements are 350 watts (full load) 
90-60 cps at L1O-125 volts, single 
phase, or transformers may be 
strapped for 220-250 volt, 50-60 eps 
single phase line. Power output is in 
excess of 100 watts into resistive 
load of 125 ohms, voltage zero to 115 
or higher. 


Flexibility stems from a selector 


NEW 3): PRODUCTS 


switch connecting any one of four 
inputs——-AC line, frequency standard 
unit, external control signal, or ex 
ternal oscillator signal 

A companion model, 702 A, is 
identical to 700 A in construction 
but is minus the drive unit. De- 
signed to utilize any source of signal 
over a wide frequency range, the 
full power frequency of this unit is 
20 to 1000 eps. The frequency range 
ean be consicde rably extended above 
and below these figures at somewhat 
lower eth rencies Beyond experi- 
Model 702 meets the 


100 cps requirements of 


mental needs, 
standard 
airborne equipment. Both models, 
made for continuous operation, are 
packaged to mount in standard 19- 
inch racks, using 15%4-inch rack 


spac o 


Camera Mart Adds Footage Counter 
to Motion Picture Equipment Line 

® THe Camera Mart, Inc. has 
announced a new addition to its 
Camart Products family in a new 
single model electric footage counter 
for 16 or 35mm film—a_ baby 
brother to the Camart Electric Film 
Timer. 

Weighing just two pounds, the 
new unit contains a precision foot- 
age counter driven by a synchron- 
ous electric motor. It may be in- 
terlocked with a projector, recorder 
or other instrument where an ac- 
curate footage measurement is re- 
quired. 

The counter should be useful also 
for film editing, script writing and 


rehearsals where it is important to 
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Camera Mart’s new compact electric 
footage counter weighs only two 
pounds. 


note the elapsed footage over a 
given period of time. 

Complete with neon line current 
indicator and AC cable. the unit is 
priced at $75.00. Further informa- 
tion and literature are available 
from The Camera Mart, Inc.. 1845 
Broadway, New York 23. 

* o * 
Cabinet-Table, Projection Stand 
Built by Smith System Heating 
* Two new pieces of technical furni- 
ture have been constructed by the 
Audio-Visual division of the SMITH 
System Heatinc CoMpaNy, manu- 
facturer of specialized school equip- 
ment. One is a combination cabinet 
and projection table, designed for 
equipment protection. The other is 
an economy projection stand for use 
in compact rooms and similar tight 
space situations. 

The Safe-Lock Combination Port 
able Cabinet and Projection Table. 
fashioned in collaboration with a 
midwest university, allows for stor- 
age protection of projector and 
speaker. Mounted on three-inch ball 
bearing swivel casters (two with 
brakes) the unit affords mobility to 
audio-visual equipment. The all 
metal cabinet provides space for any 
make of speaker and storage shell 
for film and accessories. A shock 
resistant top gives added protection. 

Dimensionally the cabinet is 29 x 
17 x 42 inches with 29 x 17 x 21 
inches allotted for the speaker. The 


Smith System cabinet and projecto: 
stand has locked compartment. 
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unit weighs 70 pounds and is priced 
at $59.00, F.O.B. Minneapolis. 

The Economy Projection Stand is 
a pedestal type, 29-inches high, with 
a storage slot holding three 2.000- 
foot reels. Side hooks allow for cord 
storage. Twenty gauge. steel con- 
struction enables the 34 pound stand 
to be moved easily. The stand, Model 
S9PS. is priced at $24.95 F.O.B., 
Minneapolis. 

Further information on these two 
units may be obtained by writing 
Audio-Visual Division, Smith Sys- 
tem Heating Co., 212 Ontario St., 
14, Minn. 

* 


S.E., Minneapolis 

* * 
Large Aperture Opaque Projector 
Is Announced by American Optical 
* An aperture which projects the 
entire printed surface of books, mag- 
azines and letter-size paper is fea- 
tured on a new opaque projector 
produced by AMERICAN OPTICAl 
Company, Che!sea, Mass. The new 
model. A O Opague 1000, projects 
pictures over the total radius of the 
10 by 10-inch aperture. 

With a 1,000-watt bulb and coated 
22-inch focus projection lens, the 
A O lends itself to use in semi-dark- 
ened rooms. Copy is protected 
against heat by pressurized cooling. 
A motor driven fan forces the air 
downward over the complete platen, 
holding small objects and light- 
weight papers flat for true projec- 
tion. 

A precision rack and pinion on 
the A O Opaque 1,000 sharpen the 
focus. Raising the projector to bring 
the image up to proper screen height 
is facilitated by means of spring 
loaded elevating legs. The platen is 
self-locking, automatically staying 
open for insertion of projection ma- 
terial until the operator's finger 
flicks it back to closed position. 

Supplementing the new light 
weight model are several accessories. 
The “A O-Lite” Optical Pointer 
projects a dot of light to highlight 
any point of the projected picture. 
A roll feed attachment eliminates 
raising and lowering the platen. A 
three-handled carrying case holds 
the projector and accessories. 


mn * 7 


Miniature Silver Screen-in-Lid 

Aids Quick Color Slide Previews 

* “BaJAcoOLor” is the name of a 
new miniature (silver type) screen 
made by Barnett & Jarre, Phila- 
delphia manufacturer of camera, 
projector, reel and slide file cases. 
It was announced by BERNARD WEIN- 
ERG, manager. 

The Bajacolor is a screen-in-lid 
designed for color rendition of 
quickie previews of slides. The lid 
itself acts as a shadow box to give 
steady illumination. The screen is a 
unit of the Royal projector case. 
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AMPRO 


stilist delure 


aMmpro CORPORATION, CHICAGO 


picture -power 


with a 


In projection, Picture Power with a 
Pedigree means a brilliant screen 
image, no matter how difficult the 


circumstances . . . it means sound 


reproduction with “‘full’’ presence, no 


matter how bad the acoustics .. . 


it means impact on the eyes and ears 


of your audience . . . the result of 
twenty-five years of precision 
craftsmanship in the creation and 
production of products for the 
discriminating audio-visual user. 






In Canada, Arrow Films, Ltd., Toronto 












pedigree 





“Repeater” 
The portable movie theatre 


Projects sound films on its own 15"x11 

latex screen. Sets up in 60 seconds. No 
rewinding — fim always ready for show 

ing. Point of sale, booths, meetings 


For larger groups 
Premier-40 


Brithant screen illumination 
true tonal fidelity. Single 
frame and reverse operation 
Sound and silent speeds 
12-inch companion 
speaker 










- 


FREE! Ampro’s new film-source 


book, ‘Screen Adventures.” Helps 
to plan programs, tells where to get 
films on specific subjects. Mail the 
coupon today for your free copy of 
this useful reference book ‘ 


POCO OTOH ET HOOT T HOTTER STE OR OTEH EEO EHH 


Ampro Corporation 

2635 N. Western Ave., Chicago, Ill. 

{| Have my locol Ampro Audio-Visual 
Dealer call to arrange a no-obliga- 
tion screening of “Famous for the 
Finest.” 


' 


Send a free copy of “Screen Adven- 
tures,” the new film-source guide 


Name.. ‘ 
Company. : ‘ ° LP 
ee 
Address. p & ¥ 
Mg ¥ 
” 4 
City... peecesouce » State... i 








THE BUSINESS EXECUTIVE’S GUIDE TO AUDIO AND VISUAL PRESENTATIONS 


* U.S. and Canadian business, large and small. 
turns to the pages of Business ScREEN MAcaziNe, 
for accurate and informative data on all modern 
forms of audio and visual communication. More 


pages of features, news, equipment data and case 
histories in every 


issue . . . more adt ertising of 


products and service. That’s why the buyers look 
to Business SCREEN as their preferred market place. 


Leading Film Users in Business & Industry Look to Business Screen 











“Herman Hevicote’’ Watches Gas 
and Oil Pipelines Cross Water 

w iH. 
nounced a new color motion picture 
that depicts the 


Price Company has an 

problems of laying 
gas and oil pipelines 
across walter. 

Though it emphasizes the use of 
one of the sponsor's products, Hevi 
cote, to overcome the buoyance prob 
lem, //erman Hevicote should be of 
interest to the natural gas and pipe- 
line industries as well as to related 
professional and civic froups 

Prints of the 16-minute color film, 
which is cleared for television, may 
be purchased or rented through 
David J. Kerr, 
rector, H, © 
tlesville, Okla. 


* o o 


public relations di 


Price Company, Bar 


Standard Oil of Ohio Aims New 
Film at Home State Audiences 
* Freedom's Proving Ground, re 
cent Standard Oil Company of Ohio 
film, depicts Ohio’s people, industry, 
farms, ete. and what they have done 
in the past 150 years. Though it is 
aimed particularly at Ohioans, the 
film should be of interest to all 
Americans. 
Produced by 


tions, of Cleveland, the original film 


Cinecraft Produc 


is 40 minutes long and available in 
either black 


special version is now being cut for 


and white or color. A 


television release. 

For information about the avail 
ability of prints write the Standard 
Oil Co. of Ohio, Midland Bldg., 
Cleveland, Ohio. 


» . ° 


Spencer Chemical Co. Sponsors 
New Public Relations Picture 

* Infinite Harvest, produc ed by the 
Centron Corporation for Spencer 
Chemical Company, shows the firm’s 
products and derivatives and de- 
scribes their manufacturing opera 


tions and chemical processes for 
general adult audiences. 
Prints of the 


public relations film are 


21-minute, color 
available on 
free loan from the sponsor, Dwight 


Bldg., Kansas City, Mo. 


Foundry Film for Trainees, 
Laymen Offered by Eastern Firm 

® Quality Castings for Industry, a 
lomm sound color film is the story 
of the business of its sponsor, the 
Textile Machine Works’ 


Division, Reading, Penn. 


Foundry 


For 22 minutes, the film describes 
the technical aspects of the foundry 
industry in terms and pictures com- 
prehensible to the layman and of 
special value to students of foundry 
practice, 
struct the 


Animated drawings recon 
process of making and 
pouring the simple mold, as well as 


The Commercial Newsreel 


NEW SPONSORED FILM PROGRAMS OF THE CURRENT PERIOD 


the use of cores and matchplates in 
producing casting. 

Textile Machine Works’ 
mechanized unit is shown in detail 
from the 


modern 


preparation of the sand to 
Electro- 
and various forms of 


the pouring of the castings. 
static painting 
casting cleaning and inspection are 
explained 

For information concerning use 
of the film, contact the Textile 
Mac hine Works. Penn. 


Reading, 
* * 
Remington Rand Aids Brands 

* Remington Rand, Inc. has pro- 
duced a new film, The Brand Name 
Retailer-of-the-Year Awards Festi- 
val, as a contribution to the pro- 
gram of the Brand Name Research 
boundation. 




















How Gas Propels Gas Is Described 
in G.E. Slidefilm ‘El Paso Story” 
* How 


gas turbines can make 


rapidly and economically 
natural gas 
travel through Texas pipelines is 
told in The El Paso Story. a new 
General Electric sound slidefilm in 
color on the uses and manufacture 
of turbines for pumping. 

The 12-minute 


trates on the Cornudas. 


slidefilm concen- 
Texas, com- 
Paso Na- 
tural Gas Company’s southern main- 
line where the first of 28 5.700 hp 
G. E. gas turbines power the El Paso 


pressor station of the El 


transmission system. 
An exterior view of the compact 
introduces the 


Cornudas © station 


streamlined aspects of turbine op- 


erations compared to the standard, 


, | tnt ome 


fl lynamic films \ 


incorporated 


< 
t 89th treet 


TR 3-62 


massive reciprocating engines. In- 
side the station, the turbine’s mani- 
fold advantages are framed: 


man crews operate the new stations, 


seven- 


mainte- 
costs sheared close; a low 


with functional costs and 
nance 
compression ratio, 25 percent more 
power to meet cold peak demands, 
the elimination of cooling water, and 
a speed versatility which adjusts to 
all conditions. 

Another dollar stretching trick of 
the new turbine is its use of natural 
as fuel. 


gas direct from the pipeline 


For an encore, the turbine generates 
its own auxiliary power. 

The herculean star of The El Paso 
Story is new among the prime mov- 
ers but it has so far performed 
mightily in locomotives and Sabre 
jets, besides its generating station 
duty. What study, design and labor 
go to create a gas turbine the film 
indicates during views of production 
taken in G. E.’s Schenectady (N. Y.) 
works. A lesson in complex machin- 
ing, inspecting and testing is learned 
as the film watches craftsmen and 
engineers carefully bringing the tur- 
bine into perfection for shipment. 

To see The El Paso Story contact 
the nearest apparatus sales office of 
the General Electric Company. 

* & * 

Oil Drilling Equipment Stars 

in New Mid-Continent Co. Film 

*® Specialized oil drilling equipment 
from the Mid-Continent Supply Com- 
pany is shown in action all over the 
world in a new film produced for 
Mid-Continent by Don Wallace, Inc. 

Color prints of the 44-minute Mid- 
Continent Supply Company may be 
rented from the producer, Ninth 
and Main, Fort Worth, Texas. 

* * * 

“Beer Belongs’ Describes One of 
Mankind’s Oldest Arts & Sciences 
* The step-by -step process of brew- 
ing, one of mankind’s oldest arts 
and sciences, is shown in the 18-min- 
ute color film Beer Belongs, pro- 
duced for the United States Brewers 
Foundation by Peter Elgar Produc- 
tions, Ine. 

Shots featuring the historical 
background of the industry and 
some scenes of brewing in Colonial 
America introduce the brewing se- 
quences. The later portion of the 
film stresses the economic import- 
ance of the industry today through 
its purchase of farm products, heavy 
tax payments and the many bene- 
fits derived from its by-products. 

The film was designed not only 
for use within the brewing industry 
but also for public showing before 
groups in other industries, civic or- 
ganizations, service clubs and other 
groups. For information on _ the 
film’s availability write the sponsor 
at 535 Fifth Ave., New York 17. 
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“The Cool Hot Rod” Tells Story 
of Teenage Safety Achievement 


*® From hazard to hobby in six 
years is the record of achievement 
of the nation’s teenage “hot rodders,” 
according to The Cool Hot Rod, a 
new film sponsored by Socony-Vac- 
uum Oil Company and General Pe- 
troleum Corporation. 

Right after World War II teenage 
auto accidents in the United States 
were killing or maiming somebody 
every two minutes, but the film says 
automobile accidents involving teen- 
agers have dropped off sharply since 
then. It credits this change to the 
two and a half million young people 
with consuming interest in souped- 
up automobiles and their “hot rod 
clubs.” 


The story revolves around a 17- 
year-old newcomer to a community 
with a hot rod club already organ- 
ized through the efforts of the local 
police and businessmen. The boy 
decides to impress his school mates 
with some wild driving in his road- 
ster, but when he collects the in- 
evitable traffic citation he finds him- 
self before a student court instead of 
a traflic judge. 

These youthful students of auto- 
motive progress demonstrate how 
“real hot rodders” do things without 
endangering the public. This takes 











the story to the hot rod racing strips 
where “rods” attain speeds of 140 
miles per hour in one-quarter mile 
from a standing start and allows the 
film to highlight the interest of the 
automotive and oil industries in the 
sport. 

The Cool Hot Rod was produced 
by Sid Davis Productions with a cast 
made up entirely of members of 
California hot rod clubs. Prints are 
available on free loan from Socony- 
Vacuum Oil Company, Inc. in New 
York, or its Western afhliate, Gen- 
eral Petroleum Corporation in Los 
Angeles. 

* * * 
New Gehl Brothers Film Depicts 
Farm Equipment in the Field 
* Gehl Brothers Manufacturing 





Company has released a new 35- Let a Selectroslide present your sales message — illus- 
minute color film that should be of trate your training program — dramatize your reports. 
interest to farm implement dealers It’s operation is completely automatic, or can be operat- 
and rural audiences. ed by remote control. 48 Slides in story-telling sequence 

Called The Harvesting and Han- repeat over and over when necessary. The superb 
dling of Forage Crops with a Gehl 1000-watt projector produces large brilliant images in 


the largest auditoriums. Completely portable, Selectro- 
slide is easy to operate, effective to use. Select the 
best — Selectroslide. 


Forage Harvester, the film shows the 
sponsors product in actual field 
operations in most of the important 
agricultural areas of the nation. In 


addition it offers a fairly broad con- 
sensus of methods of handling crops. | Write por SPINDLER & SAUPPE 


The Advertising Department of 2201 BEVERLY BOULEVARD 
Tugormation LOS ANGELES 4, CALIFORNIA 


Gehl Brothers, West Bend, Wiscon- 
sin, will supply prints on a free loan 


basis. i 
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EW MOTIVEFINDER 


—like a ‘right arm” for the creative MP and TV Director 
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Zoom-type Finder reveals the most suitable focal length, the proper camera position, the effects 
of dolly shots, etc. It is invaluable to a creative Director who likes to plan optical tricks and 
special effects. Combination Finder zooms from 25mm to 135mm for 35mm Motion Picture 
and zooms from 28mm to 150mm for TV Complete with leather carrying case and neck band 


\ 
z 
oo) 
0 ~ 
Ny TEWE MOTIVEFINDER is a wizard that solves scores of set problems. This Director's 
~ 
» 
» Only $75 


- 







ZOOM DIRECTOR'S FINDER for WATSON Director's type finder, ZOOM Finder for Auricon Cine ZOOM Finder for Cine Kodak 
lémm and 35mm... . 16mm pocket size, with mattes from Voice . . . zooms from 15mm Special . . . zooms from 15mm 
zooms from 13mm to 75mm. 30mm to 100mm for 35mm te SR”, $60 to 150mm, with parallax ad- 
35mm zooms from 25mm to cameras. Also for t6émm Available for Filmo and Eyemo. lustment. $75 
. $15.50 cameras. $35 $39.50 Template supplied for mount- 
ing Finder on magarine. Ad- 

FRANE C. SUCKER ditional brackets for magazines 

. Ame R A € 1 p ‘me nT available at $7.50 per set. 
“7 eeeeee ‘ 
Ge. . wsitiiilddlda As de a QUE one 
vrrrecerc.” ~~ € ‘ 
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| PACTS FORUM * 


Byron Produced program features 


these members of Congress (see 


article in column below) 


Technical Production of TV's 
“Facts Forum" Goes to Byron, Inc. 


* Byron, Inc., Washington, D. C. 
studio and laboratory, was recently 
appointed to direct, film and pro 
cess the 15 and 30-minute segments 
of “Facts Forum,” a public service 
program produced for both radio 
and television. The show is now 
appearing on 38 television stations, 
and its market is said to be widen- 
ing. 

The multiple-camera technique is 
employed to add flexibility and in- 
terest to the unrehearsed panel 
show. Simultaneously with the film- 
ing, Byron makes the sound tape 
for the 
gram has been on radio for about 
two years and is now heard over 
150 stations. 


radio version. The pro- 


Facts Forum is a current events 
panel featuring non-partisan discus- 
sions by American leaders-—prin- 
cipally members of Congress. The 
show is moderated by Dan Smoot, 
former educator and one-time FBI 
man. 

_ oo . 
Princeton Film Will Increase 
Western Distribution Facilities 
® SHERMAN Price, director of dis- 
tribution of THe Princeton Fito 
Center, INnc., is in Hollywood to 
increase the firm’s West Coast dis- 
tribution facilities according to a 
recent announcement by the New 
Jersey production-distribution con- 
cern. The move is prompted by an 
increase in television distribution 
activity according to Price. 

The latest television production to 
come from the Film Center is Jet- 
fighter, the only film offering of the 
American Broadcasting Company's 
“Album” show. 

ow * * 
New Art Firm Established 
* Srupio: 2, a new group special- 
izing in art for slidefilms and tele- 
vision, has been established at 230 


Fifth Avenue, New York. 
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NEW FILMS FOR TELEVISION 


PAA Edits Television Versions 

of “Wings Over World” Series 

® Pan American Wortp Airways, 
sponsors of the “Wings Over the 
World” series of 16mm motion pic- 
tures, recently announced that 14 of 
their famous travel films have been 
edited to lengths suitable for tele- 
Most of the titles are avail- 
able in both 2714 and 1314-minute 


Vision 


black and white versions, and all 
may be obtained by TV 


without charge for definite bookings 


stations 


or on a weekly standby basis. 
These 


scenic 


flights-on-film visit the 
wonders, tourist attractions 
and places of historical interest of 


The sponsor wants his message 


perfectly projected. He wants no long 
unsightly scratches, or long stretches 
with the look of “rain” all over them. 


He wants no smudges, smears or 
“Screeches’. The sponsor is right, 





Italy, Hawaii, Ireland, Mexico and 
Guatemala, Norway and Sweden, 
France, England and Belgium, Ber- 
muda, South America, Cuba and 
the Caribbean, Finland, Haiti and 
Alaska. Films on the history of Pan 
American and on model airplane 
flying are also available. 

Several of the films have won 
awards from the Milan Film Festi- 
val, Stamford Film Festival and the 
Film Council of Greater Boston. 

Further information and bookings 
may be obtained from Pan Ameri- 
can World Airways, Visual Sales, 
26-19 Bridge Plaza North, Long 


Island, N. Y. 


because these defects distract audience 


attention and interest — they result 
in irritation which is the opposite 
of what he’s paying for. 


He's entitled to ask for and get 
maximum results. To have a happy 


sponsor, to keep him happy — specify 
Peerless-Treated film. Peerless-Treated 


prints screen better and last longer. 


Ferwess 


FILM PROCESSING CORPORATION 


165 WEST 46TH STREET, NEW YORK 346, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIFORNIA 


/ 
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Royal couple is filmed for TV spot. 


Sound Masters Relates Royality, 
Coffee in Series of TV Spots 


* A series of current one-minute TV 
spots is presenting Ehlers Double 
Rich Grade A Coffee in live scenes. 
associating it with regal surround- 
ings and jewels symbolical of value 
and quality on many of the nation’s 
TV screens. 

The spots were made by SOUND 
Masters, INc. with Wallace H. Lanc- 
ton supervising for the agency. 
Dowp, REDFIELD, AND JOHNSTONE, 
Inc. of New York City. 

7 * . 


Overbrook’s “Dark Interlude” 

Has TV Premiere in Philadelphia 

® Overbrook School for the Blind’s 
film. Dark Interlude had its tele- 
vision premiere, September 12, on 
WCAU-TV,. CBS outlet in Philadel- 
Dark 
award in the recent 


Interlude won first 
Boston Film 
Festival's adult educational division 


phia. 


and was entered in the 1953 Venice 
& Edinburgh 


Festivals. 


International Film 

The premiere showing was co- 
sponsored by WCAU-TV and TV 
Guide Magazine. John Facenda, 
station announcer and Dark Inter- 
lude’s narrator, paid tribute to the 
work of Overbrook School for the 
Blind, the film’s sponsor, and to 
Louis W. Kellman, president of 
Kellman Productions, a division of 
News Reel 


duced the picture at cost as a per- 


Laboratory, who pro- 
sonal contribution to Overbrook’s 
public information program. 

Dark Interlude, a 30 minute color 
sound film, directed by Paul Wend- 
kos, is a fictionalized true story of 
a boy blinded while hunting wild 
turkey. The warming account of his 
delivery from the psychological dark- 
ness that accompanied his sight loss 

a slow kind of miracle effected in 
the world Overbrook attunes to its 
citizens—builds toward its greater 
theme; that blind people are indi- 
viduals and with training and under- 
standing they can be very useful 
people. 

- o * 
Television Film Producer Moves 
to New Washington, D. C. Offices 
* New Washington, D. C., offices 


are the first step in an expansion 
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program for 21st Century Propuc- 
TIONS, INC., according to a recent 
announcement by Cot. Joun F. S. 
FLETCHER, president. The new head- 
quarters are located at 1025 Con- 
necticut Ave. 

Col. Fletcher said the firm would 
specialize in films for television, em- 
panels and 
forum shows emanating from the 


phasizing discussion 
Capital. The intention is to “bring 
politics and government to television 
viewers as they have never seen it 
before—in dramatic full story form 
rather than daily news flashes.” 

* * * 
Urgency of Video Film Needs 
Met by Lab-TV Organization 
® One day recently a visiting not- 
able in New York was “shot” on film 
as he boarded his train at 10:25 
PM. 35 minutes later, the film, with 
excellent quality, was on the air ina 
news program. 

What makes this kind of process- 
ing speed possible are specialist 
firms who make quick service on re- 
versal film their only stock in trade. 
Best known in the New York area 
is Lab TV, a fast growing company 
that is ready for business 24 hours 
a day to eet the news on the air 
fast. 

While it is actually possible to 
drag a reel of film through hot de- 
velopers in a minute or two and 
screen them, the quality is outland- 
ish and the chances of no picture at 
all are very high. Lab TV stresses 
speed, but never at a sacrifice of 
quality, which is constant on every 
foot. 

Hourly schedules are maintained 
and rush orders can often be han- 
dled in much less than an hour. The 
company processes only 16mm black 
and white reversal film, and only 
for professional trade. 

Film is processed to sensitometri« 

















Expert Factory Repairs 
Lenses mounted —“*T” stopped — 
calibrated and tested. 
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standards and to standard densities 
without exposure compensation, thus 
assuring exact results exposed for. 

Lab TV is also a specialist in do- 
ing no printing, making no dupli- 
cates. The company processes re- 
versal duplicates printed by other 
leading laboratories. as well as orig- 
inals from producers. 

* * * 

TV Commercials for Canada 
* Ropert Lawrence PRopuctions, 


IN« = New 


series of 15 Sweet Caporal cigarettes 


York, is producing a 


television film commercials for Cock- 
field Brown & Co., of Canada, adver- 
lising agency on the Sweet Caporal 
account. These commercials will ap- 
pear on TV stations in Montreal, 
Ottawa and Toronto. 

* * . 
James Gallagher Starts New Firm 
To Sell Magnetic Sound for TV 
* Magnetic sound for television will 
be engineered and sold by the Mac- 
netic TV Sounp ComMPaANy. accord- 
ing to a recent announcement by 
James C. GALLAGHER of GALLAGHER 
Fitms, INc., 
firm. 


founder of the new 


Available on a royalty basis, the 
new system is supposed to allow any 
television station to use magneti 
sound with motion pictures regard- 
less of the make projection equip- 
ment they are now using. 

Advantages claimed for the new 
system are that it is faster, cheaper 
and of better quality than any previ- 
ous sound track available to the TV 
station. Syne sound sequences can 
he handled faster than ever before 
hy this method according to the 
makers of — this 
equipment. 

On request, the Magnetic TV 
Sound Company, Green Bay, Wis- 


patent-applied-for 


consin, will send engineers to set up 
complete motion picture equipment. 





WE SELL 
WE RENT © WE SERVICE 


the film and TV needs 
of the universe. 





A complete tine of 35mm 
and l6émm Comeras, Moviolas, 
Dollies and accessories. 


MITCHELL © BELL & HOWELL * MAURER * AURICON 


Lighting & Editing equipment. Processing 
Machines. Whatever your needs—you name 
it—we have it. 


FRANK C. ZUCKER 


GAMERA CQuiement ©. 


1600 BROADWAY NEW YORK CITY 
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WORLD WIDE 


NERVE MARKETS 


WITH OVERSEAS VERSIONS 
OF YOUR MOTION PICTURES 


NOW MADE POSSIBLE BY 


PYRAL 


SERVICE INCLUDES FAITHFUL TRANSLATIONS 
AND EXPERT STRIPING OF EXISTING PRINTS 
OF TRADE AND TRAINING MOTION PICTURES 


INTERNATIONAL 
MAGNETIC STRIPING 
FACILITIES... 







AJ Ts 


|| @ Now you can get existing 


1 or new export films (or any 
} l6omm sound motion pic- 
tures) into the languages or 
dialects of principal coun- 
tries throughout the world. 
Through magnetic striping 
services licensed by Pyral 
of France in the countries 
listed below (others to fol- 
low) your films can be economically and faithfully 
converted into useful sales or public relations tools. 
These sound tracks can be added to existing optical 
prints or on silent versions, 











PYRAL NOW MAINTAINS INTERNATIONAL 
LICENSEES IN THE FOLLOWING COUNTRIES: 


Magnetic striping and translation services are already 
available in these lands. Others will be announced 


EUROPE: Belgium, Holland, Germany, Great Bri- 
tain, Italy, Switzerland, Portugal. 


LATIN AMERICA: Chile, Columbia, Cuba, Vene- 


suela, Uruguay. 
ASIA: British Malaya, Siam, India. 
ALSO: Australia, South Africa, Hawaii. 


Airmail Your Inquiries or Cable “Dispyral Paris” 
for Further Information 
and Film Estimates 


Al 


MAGNETIC SOUND SERVICE 


2 RUE BERANGER. PARIS (3¢) . PHONE TUR. 62-62 & 63 





WORLDWIDE 
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Sturgis-Grant Productions, Inc. 
Announce Promotion and Expansion 
* Srurcis-GRANT PRODUCTIONS, 
INc., producers of medical educa- 
tional motion pictures, recently an 
nounced a dual promotion. Studios 
and offices of the firm have been 
moved to a new, larger location 
and DwineELy GRANT, vice-president. 
has been appointed general mana- 
ger. 

Increased business and plans for 
further expansion were given as 
reasons for the shift to the new air- 
conditioned and fully equipped 
premises at 322 FE. 44th St.. Man- 


ake 


x | hattan. The new location features 





TODAY IT 1S A MUST! 


16mm & 35mm VISIBLE EDGE 
FILM NUMBERING MACHINE 


A necessity in 3D or TV for orderly handling of nega- | 


tives or prints ... where edge numbering is a MUST. 
Guides projectionist in matching exact frames. 


This non-intermitient unit 
automatic 
numbering block, prints 
black or yellow. Film 
passes over drying rollers 
before being rewound 
Central lubrication, 2000’ 
capacity, speed 50° per 
minute. 


hos an metal 





16mm machine prints be- 
tween perforations only 
35mm model prints be- 
tween perforations or on 
the outside edge as speci 
filed. Both negative and 
positive films can be num 
bered 


ANOTHER S.O.S. FIRST! 
Film Edge Waxing Machine. Flows liquid wax at 4000’ 


per hour—dries instantly—saves cost many times—prevents 
damage to new prints—assures perfect recording. $1575 





F.O.B. New "$2250 


+: Acme Animation, Acmiola Editors, Auricon 1200 Cameras, Bardwell & 
Fr yy Way sh Hg & Howell Printers, Blue Seal Recorders, Bodde Background Screens, 
Century Lighting, Colortran Lites, Contimatic Printers, Hallen Recorders, Houston-Fearless 
Crones & Dollies, Kinevox Synchronous Magnetic Recorders, Mole-Richardson Lights, Moviolas, 
Precision Sound Readers, Raby Blimps and eads, $.0.5. Edge Numbering Machines, Studio 
Sound Readers and Syachronizers. MANY ITEMS AVAILABLE ON TIME PAYMENTS. 


§.0.S. CINEMA SUPPLY CORP. «:w.szm<s 








602 W. 52nd ST., N.Y. 19 
Cable: SOSOUND 


| 


| 
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sound-proofed studios for live-action 
photography and sound recording 
and greatly improved facilities for 
art and animation. 

In addition to his new duties, Mr. 
Grant will continue in his present 
capacity as art director. Warren 
Sturgis, president of the corpora- 
tion, plans to devote full time to di- 
rection of the company’s Profes- 
sional Relations Department. 

Since 1948, when the company 
was formed by Mr. Sturgis and Mr. 
Grant, more than 40 medical pro- 
ductions have been released under 
the sponsorship of pharmaceutical 
and medical supply houses, medi- 
cal associations, charitable organi- 
zations and individual doctors. 


Lawrence Smith Becomes Writer 

on Ross Roy, Inc., Detroit Staff 

* Lawrence H. Situ of Pitts 
burgh, has joined the Detroit staff 
of Ross Roy, Inc., as a slidefilm 
writer, Joun W. Huron, vice-presi- 
dent and operations manager, an- 
nounced recently. 

Mr. Smith formerly served as a 
creative writer and_ slidefilm pro- 
ducer with the Gulf Refining Com 
pany in Pittsburgh. 


* * 


Filmwriter Larry Frisch Authors 

Attack on Teen-Age Dope Problem 
® Larry Frisen, screen- 
for U. S. Army films at the 
Astoria studios, pro- 
ducer of //—the Story of a Teen-age 
Drug Addict for Young America 
Films, and Driving with the Third 
Eye for the Cab Safety 


now a 
writer 


and _ recently 


Research 
Bureau, has turned author with a 
new book to be published this fall 
by Exposition Press, Inc. 

Titled The Boaters 
($2.75), the novel is scheduled to 
be a new attack on the widespread 
problem of teen-age drug addiction. 


Dream 


People 355 #:0Piclures 





DWINELL GRANT 
Videart, Inc. Takes Over Entire 
Floor for New N. Y. Headquarters 
* Vipevrt. Ive. 
prey wus | 


has moved from its 
210 E. 39th 
Street, to new and larger quarters. 
It now occupies the entire fifth floor 
at 313 Lexington Ave., New York. 
As well as needing room for gen- 


address at 


eral expansion, the company also 
required additional space for a com- 
plete optical department, including a 
layout, cutting and editing room, 
and a newly constructed 35mm 
optical bench. 

Through the medium of art work, 
animation, straight photography and 
opticals, Videart is now able to pro- 
duce any effect desired on film, after 
the producer has completed his live 
action shooting. 

In November of this year, the firm 
will be three years old. Starting with 
a small art staff, it has developed, 
film-wise, into one of the top service 
organizations in the East. 

* * * 
Trident Films Gets New Offices 
® Tripent Fitms, Inc., has moved 
to new, enlarged offices at 510 Mad- 


ison Avenue, New York. 


VACUUMATS 


Business Firms, Libraries, Advertising Com- 
ponies, Film Distributors, etc., Vacuumate 
Corporation offers quick relief for film head- 
aches. 

BY TAKING OVER COMPLETE 

FILM HANDLING PROBLEMS 


e@ FILM PROCESSING 
@ CLEANING 
e@ REPAIRING 
@ SHIPPING 
@ STORAGE 
All bookings promptly 
filled. 





if only ao single 
reel of many, 
Veocuumate 
will serve you 
well. Write for 
information 
NOW. 











VACUUMATE CORP 446 W 43rd St. NEW 
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Ground” 


Scene in “225.000 Mile Proving 
New Advances in Railroading 
Pictured in Association’s Film 
Sponsor: Association of American Railroads. 
Title: 225,000-Mile 

color, produced by Dudley Pictures Corp. 
* Amateur 
day when the last steam locomotive chugs its way 
but railroad men forecast that that 


Proving Ground, 19 min. 
railroad enthusiasts may rue the 


into limbo, 
day may not be too far off. On thousands of 
miles of track the spooky of the old 
steam whistle has been permanently 
by the 
progress cannot be 
these times of profit, are 
into modernization at a fantastic rate. 


“whooee” 
replaced 
It seems a pity. but 
and the 
plowing money back 


prosaic diesel hor n. 


denied, railroads in 


American Railroads’ new 
these 
invention and investment 


The Association of 


film documents a lot of advances, shows 


the ceaseless research, 


which underlie the increasing — effi iency of 


America’s big railroad network. The cameras 


vo behind the scenes to show what happens in 


A Good Film Cement makes a Good Splice 
... Use Ethyloid and you use the Best! 


FISHER MANUFACTURING oo 1 SALTER PL. Manufacturing Chemists, Rochester 13, N.Y. 





the great Central Research Laboratory in Chi 


cago, where engines, cars and equipment are 
put through their paces in grueling safety and 
endurance tests. There is a small-boy streak in a 
lot of us that will enjoy scenes showing the re 
searchers fiendishly seeking ways to smash things 
up on the railroads. But, that’s modern research 

the more they purposely smash in the labora 
tories, the less they'll inadvertently smash on the 
rails and in the freight cars. 
One fascinating sequence takes the viewer into 


a signal tower where centralized traflie control, 


boon to railroading, is 
at the complex CTC 
machine which controls 284 miles of main line. 


225.000-Mile Proving Ground is distributed by 


the newest electronic 


shown, with a dispatcher 


Association Films, Inc.. and is available at 

branches in Ridgefield. N. J.. Chicago. Dallas and 

San Francisco. Wy 
* * 7. 


Predict 36,400,000 Television Set Sales 
Neat Five Years IF Color: 
* An economist’s forecast indicates there will be 
36.400.000 television sets sold in the next five 
1953 thru 1957, 
are available and barring a recession. The fore- 


Barring Slump 


years, provided color receivers 
cast was prepared for an electronic manufacturer 
Watkins. Mounteer & Co., 


economists. 


by Boni, consulting 


In the event of a mild recession extending from 
1954 thru 1956, TV set sales, black and white as 
well as color, will number 33,320,000 units. Re- 
cession or not, color television would bring an 
annual increase in sales the next five years, the 


report showed, a 
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GEO. W. COLBURN LABORATORY 


WACKER DRIVE CHICAGE 


SERVICES 














Don’t Develop Ulcers-Develop Your Films with NEW A-V PRODUCTS 


LM PROCESSING EQUIPMENT 
AWARDED FEDERAL SUPPLY 
SERVICE CONTRACT 3rd 
STRAIGHT YEAR FOR ALL U.S. 
GOV'T AGENCIES 1953/54 
REMOVE THE GUESS — let BRIDGAMATIC 
bring out all the best that's in the film you've 
sweated and slaved over. Better yet, do it 
right on the spot instead of killing valuable 
time waiting for an outside lab. BRIDGA- 
MATIC tells the tale instantly — protects 
your precious negatives and soundtracks. 
Producers, TV stations, small labs., colleges, 
photofinishers, microfilmers —do the job on 
your own premises — control your produc 
tion from the start. 
BRIDGAMATIC is your best buy . . . here's 








w y: 

COMPACT — occupies little space. 

DURABLE — all stainless steel tanks. 

ECONOMICAL — costs less than 1/3c per 
témm ft. 

LOW UPKEEP — simple design, trouble-free. 

PERFORMANCE — proven in hundreds of 


installations. 


BRIDGAMATIC 216C35, Combination 
16/35mm Automatic Developing 
Machine. Positive Motion Picture 
Film Speed 900’ per hour. $4495 


Bridgamatic Jr. $1095 


PRICES start at $1095. Fine for TV Stations, positive speed 
@ Write for illustrated brochures 600’ per hour. 

ALSO AGENTS FOR: Acme Animation, Acmiola Editors, Auricon 1200 Cameras, Bardwell & 
McAlister $ , Bell & Howell Printers, Blue Seal Recorders, Bodde Background Screens, 
Century Lighting, Colortran Lites, Contimatic Printers, Hallen Recorders, Houston-Fearless 
Crenes & Doilies, Kinevox Synchronous metic Recorders, Mole-Richardson Lights, Moviolas, 
Precision Sound Readers, Raby Blimps and arheads, $.0.$. Edge Numbering Machines, Studio 
Seund Readers and Synchronizers. MANY ITEMS AVAILABLE ON TIME PAYMENTS. 


§.0.5. CINEMA SUPPLY CORP. 


DEPT. H 
602 West 52nd ST., N.Y. 19 
Cable: SOSOUND 


DOCUMENTARY 
TRAVEL 

SPORT 
CONSERVATION 
WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


“The Finest In Outdoor Films’’ 


“BIRDS OF THE PRAIRIE” (Minneapolis-Moline Co.) 
1953 Boston Film Festival — First Award 
1953 Edinburgh International Film Festival 

“THE LURE OF NEW ENGLAND” (Minneapolis-Moline Co.) 
1953 Cleveland Film Festival 








Bell & Howell Announces Line 

of Heavy Duty Sound Projectors 

* A new line of sound projectors, 
called the FiLMosouND SPECIALISTS, 
has CARL 
SCHREYER, vice-president of mer- 
chandising. Bett & Howe. Com- 
PANY. The 


signed for 


been announced by 


new projectors are de- 


heavy duty use in busi- 


ness and industry. as well as in 


schools and churches, where 


pro- 
jectors must withstand many hours 
of continued operation. 

the film 


handling parts of the projectors are 


Sapphire surfaces on 


said to quadruple their life span. 
Fields tests show that after running 
1.584.000 feet of film there are no 
The manufacturer 
estimates the full life expectancy of 
these parts to be 4.5 million film 
feet. (Note: that is the equivalent 
of about 7.000 average 16mm mo- 


signs of wear. 


tion pictures. ) 

Included in the Specialist line 
are optional 16mm sound projectors 
in both a single case model with 
built-in 6-inch speaker (the Special- 
ist Filmosound 285-CR) and mod- 
els with 12-inch and power speak- 
ers. A l6mm magnetic recording 
(the Specialist Filmo- 
sound 202-CR) comes in a single 


projector 


case and with 12-inch and power 
speakers. 

The new line, which carries a 
lifetime guarantee like all Bell & 
Howell products, is available only 
from Bell & Howell special repre- 
sentatives. List prices are $464.95 
for the single case Specialist Filmo- 
sound, and $714.00 for the single 
case magnetic recording projector. 
Prices include federal 


* * * 


excise tax. 


New American Optical Projector 
Shows Both Slides & Slidefilms 

* A triple-threat 500 watt projector 
for showing slides and single and 
double frame slidefilms has been un- 
wrapped by American OPpTicaL 
Company. The new A O Epucator 
500 offers a choice of three “Ameri- 
cote” projection lenses—314, 5, and 
7-inch —- achromatically and _ astig- 
matically balanced for clear screen 
pictures. 

and = slidefilm 
units give the Educator its versatil- 


Removable _ slide 
ity. As an anti-damage defense, the 
pressure plates open automatically 
before the film is advanced and close 
after the frame is in position. A 
positive framing device is incor- 
porated with the advancing knob. 
The Educator's push-thru slide 
changer centers glass, cardboard, or 
metal mounted slides in the focal 
plane. The initial focus is said to 


American Optical Co. “Educator” 
shows slides or double frame slide- 
films with equal convenience. 

fix focus for succeeding slides re 
eardless of mount. Complete front 
rotates 360 degrees for righting hori 
zontal or vertical frames and_ in- 
sures upright pictures. Lamp house 
and condensing system are cooled by 
a motor driven fan and a patented 
heat filter protects the slides. 


* * .- 


Bell Introduces 3-D Amplifier 

* A binaural amplifier complete 
with self-contained power supply has 
BeLL Sounp 
Columbus, Ohio. 
Called. model 3-D, the unit may be 


introduced = by 
Systems. INc.., 


been 


used for monaural reproduction of 
conventional broadcasts, or records 
or tapes through one or two input 
channels. 





For lomm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 
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Pe Oe 
Victor Animatograph introduces 
improved version of Magnesound 


attachment described below. 


Victor Animatograph Announces 
“Mixer Magnesound" Attachment 
* Victor ANIMATOGRAPH CORPORA- 
TION, introducer of Magnesound, 
the first 16mm magnetic recording 
and playback sound attachment, has 
announced a new Mixer Magne- 
sound which music and 
voice simultaneously. Like its pred- 
ecessor, the new attachment can be 
used on all existing Victor 16mm 
sound projectors and allows record- 
ing ... erasing... 
as desired according to the an- 
nouncement by Sam G. Roser, presi- 
dent. 

Individual inputs for microphone 
and phonograph, with separate vol- 
ume controls, allow professional-like 
back- 


at no increase in price, 


records 


re-recording 


voice mixed with a musical 
ground 
The complete unit, including ampli- 
fier, drum, carrying case and mi- 
crophone is listed at $199.45. 
Major components of the Mixer 


Magnesound include a _ magnetic 
drum incorporating separate rec- 
ord-playback, erase heads and a 


separate magnetic amplifier in a 
compact, lightweight The 
drum is interchangeable with the 


case. 


projector’s optical sound drum and 
is connected to the magnetic ampli- 
fier which in turn is interconnected 
with the projector amplifier. 

With the magnetic drum in place 
the projector is threaded and op- 
erated in the conventional manner. 
Recording and playback, at either 
16 or 24 frames per second, are 
accomplished as the film runs 
through the projector. A_ special 
safety device is said to prevent ac- 
cidental erasure. 


Further information on the Mixer 
Magnesound, which Mr. Rose called 
“only one of the innovations Victor 
will introduce this season,” can be 
obtained from the Victor Animato- 
graph Corp., Davenport, Iowa. 


= * * 


Paillard’s Pan Cinor Zoom Lens 

Is Adapted for Professional Use 

* Most professional 16mm cameras 
may now use the Pan Cinor zoom 
lens, its distributor, PAILLARD Prop- 
ucts, INc., recently. 
Originally designed for service on 
Paillard’s portable Bolex cameras, 


announced 





Pan Cinor now has been adapted to 
heavy equipment, and will sell for 
$447.50. 

Made by SOM Berthiot, the Pan 
Cinor lens can be mounted on the 


+ MAE OPN ST NNT 





he 


attached to most professional lomm 


Pan Cinor Zoom Lens may nou 


cameras as explained above. 


Maurer, the Bell & Howell magazine. 
the Revere magazine and the Key 
stone magazine cameras and on the 
Pathe Super 16. It can be mounted 
on the Auricon Cine Voice and on 
all Bell & Howell 70 models if special 
doors sold by these manufacturers 
for $12.00 and $35.00 respectively 
are used. 

The lens will also fit the Mitchell 
and the Cine Special cameras after 
adaptation of the turrets by these 
By its 


manufacturers. shortening 


lever, Pan Cinor can be made to 
clear the film magazine on the Mor 
ton Soundmaster. a 





COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 350 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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ANIMATION 


EQUIPMENT 


SPECIAL EFFECTS OPTICAL PRINTERS 


e ANIMATION 
e TITLES 
e STILLS 


e CARTOONS 
e TRICK PHOTOGRAPHY 

















OPTICAL PRINTER FOR 
SPECIAL EFFECTS WORK 





Prints from one picture to another 
or one size picture to another. 
Zoom can be added to the picture 
without an exposure erew. For- 
eign titles can be added to bottom 
of any picture. The machine has a 
ball bearing mounted zoom for 4 
to 1 blow-up or reduction. 


WRITE FOR COMPLETE LITERATURE 


Made By ANIMATION EQUIPMENT, INC 


e INDUSTRIAL MOTION PICTURES 

e EDUCATIONAL MOTION PICTURES 

e TV MOTION PICTURES 

e ENTERTAINMENT MOTION PICTURES 

















ANIMATION AND SPECIAL 
EFFECTS CAMERA STAND 
Model No. 111-€ 


An intelligent approach to today’s 
problems of TV commercials. It is 
made to serve the multiple tasks of 
the animation field to take angle 
shots and zooms, matching zooms, 
spinning, as well as countless other 
photographic requirements. We man 
ufacture a complete range of styles 
and sizes 


CAESAR MFG., INC. Middle Village, L. |., N.Y 


Distributed by 


J.G. SALTZMAN, INC. 


480 Lexington Avenue, New York 17, N. Y. 








Hout ywoopf ILM [OMPANY 


tors and Manufacturers of Professional Motion Picture Equipment 


TIGHT WIND 


ROBOT I! AUTOMATIC FILM SPLICER 
Technical Award — 1952 
Academy of Motion Picture Arts and Sciences 


MULTI-PURPOSE Write for free illustrated 
REWIND brochures and price lists 


946 SEWARD STREET , HOLLYWOOD 38 CALIFORNIA 
HOliywood 9-1657 + HOllywood 4-719! 





First Aid Film 
‘Hofp Wanted’ 


Including the new back-pressure, arm- 
lift method of artificial respiration 


This up-to-date film contains all 
of the important information on 
basic principles of First Aid and 
also demonstrates new artificial 
respiration method approved by 
the American Red Cross 

The only cost for this 34-min- 
ute 16-mm. sound film is return 
postage 


° (ofionagoh mon. — 
Education Department c 
Johnson & Johnson, New Brunswick, N. J 

Please send me information on the film “Help Wanted 
Name 

Address 





Joseru C. Metp1 


Meidt Becomes General Manager 
of Cousino Visual Education 

* Josepn C. Mer has been ad- 
vanced from sales manager to gen- 
eral manager of Cousino ViIsuAL 
EpuCATION Service, INC., according 
to a recent announcement by the 
firm. He assumed his new duties 
after returning from Indiana Uni- 
versity where he served on the fac- 
ulty of the Summer Session for 
Audio-Visual Salesman Training. 

Mr. Meidt joined the firm after 
his discharge from the Marine Corps 
Public Information Section about six 
years ago. In his new position he 
will assume the duties in the visual 
education division of the firm for- 
merly handled by Bernard A. Cou- 
sino, president. 

Mr. Cousino will direct the com- 
pany’s expanding activities of manu- 
facturing and getting national dis- 
tribution for their new Audio 
Vender, an automatic message re- 
peating magnetic tape device for use 
in point of sale presentations. 


* am a7 


Lindfors of Bell & Howell Heads 

Photographic Manufacturers Assn. 
* EF. S. Linprors, vice-president of 
the Bett & Howeit Company, has 


35mm 
Model 11 


A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 


been elected president of the Na- 
TIONAL ASSOCIATION OF PHOTO- 
GRAPHIC MANUFACTURERS according 
to an announcement by WititiaM C. 
BABBITT, managing director of the 
Association whose headquarters are 
in Radio City. 

Vice-presidents are: W. L. Law- 
son, vice-president of Whitehouse 
Products, Inc., Brooklyn, N. Y.; 
A. S. Grant, vice-president of Grant 
Photo Products, Inc., Cleveland, 
Ohio; and Willett R. Wilson, photo- 
lamps manager for Westinghouse 
Electric Corp., Bloomfield, N. J. 

Treasurer of the Association is 
Robert E. Lewis, president of Argus 
Cameras, Inc., Ann Arbor, Mich. 

Besides Mr. Lindfors. the follow- 
ing men are members of the board 
of directors: H. A. Schumacher, 
vice-president of Graflex, Inc., Ro- 
chester, N. Y.; William H. Garvey. 
Jr., president of Society for Visual 
Education, Chicago; and Dr. Walter 
S. Guthmann, president of Edwal 
Laboratories, Ringwood, Ill. 

Members of the Association are 
American manufacturers of all types 
of photographic products from mo- 
tion picture cameras to sensitized 
paper. 

Mr. Lindfors said that almost two- 
thirds of the industry’s sales go to 
users in business, science, govern 
ment and education. 

The use of photography in indus 
try, he said, has continued to grow 
substantially. This received its hea 
iest impetus during World War II 
when it became more fully recog- 
nized that by photographic methods 
production bottlenecks could be 
broken and design, testing and in 
spection improved. In addition to 
this it became more widely accepted 
that photography, and especially mo- 
tion pictures, greatly speeds training 
for industry and the military. I 


For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 
just one outstanding ARRIFLEX feature. 








Equipped with bright, right-side-up image finder, 
6'% x magnification. Solves all parallax problems. 
3 lens turret. Variable speed motor built into 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 
filming. Tokes 200’ or 400° magazine. 
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Write for free folder, 
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Reference Shelf 


Useful Catalogs and References 
for the Business Film Sponsor 


“A lens is a tool. Motion pictures 
are made by men with tools. 
the to anyone, it 
follows that the qualities of the pic- 
tures depend on the men who pro- 
duce them.” 

With this preamble as the only bit 
of “| contained within it, 
Van Praac Propuctions has pub- 
lished a most brochure 
called “The Lens In Your Picture.” 
It describes in simple just 
what a lens is and what each type is 
capable of doing. Photographic il- 
lustrations demonstrate the field and 
depth of focus of commonly used 
motion picture lenses from 
through 150mm. 

According to William Van Praag, 
president of the firm, the brochure 
was not brought out to try to make 
picture technicians of the 
friends of the company who will re- 
ceive it, 


Since 
tools are available 


yromotion” 
interesting 


terms 


8.5mm 


motion 


but to describe some of the 
tools of the trade so they can 
be better understood. 


basic 


Anyone who wants one can write 
Van Praag Productions, 1600 Broad- 
way, New York. The booklets are 
free and well worth having. 


* * * 


New Association Films Folder 
Lists Seven Films About Sports 
* Associated Fits, INc., 
lished a new folder entitled, 
About Sports,” 
a variety of sporting interests. 
available 
business and industry, 


has pub- 
“Shorts 
listing seven films on 
The 
loan to 


films are on free 


schools and 
community organizations. 


The : Boy's Rail- 


road Club, six £5. eniente episodes 


films listed are 


about various phases of model rail- 


roading; The Story of Tuna, about 
commercial tuna fishing off the 
California coast; Champions All 
featuring motorcycle climbs and 


The Jockey Club. the story of 
racing in New York and how it helps 
Diesel Race 
history of an unusual car that 
1 Racing Heritage, story of a 
small stable; and The Fabulous 500, 
highlights of the 1952 classic. 

“Shorts About Sports” 
available 


races; 


upstate farmers; Car, 
case 


lost; 


Copies of 
from Association 


347 Madison Ave., New York 


are 
Films. 


COLORSLIDE AND FILMSTRIP 
eo) 8) ler wal, ic) 


FRANK A. HOLMES 


7619 Sunset Boulevard 
Los Angeles 46, California 
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YAF Issues Teaching Catalogs 


* Younc America Fiims, INc. has 
just published two new catalogs of 
teaching films and of filmstrips. 
Both 24 pages in size, they are 
available from YAF at 18 East 41st 
St.. New York. 


* * o 


New S.0.S. Cinema Supply Catalog 
Will Be Available in September 

® “STuRELAB 10.” to be the 
largest vet issued by the 
5.0.8. Supply CorpPpora- 
this month 


said 
catalog 
CINEMA 
rion, will be available 
according to an announcement by 
Josepn A. TANNEY. and 
still head of the 28-year-old firm. 
Featuring more 3.000 items 


for 


founder 


than 


motion picture production, 


lighting, recording. previewing, edit- 


ing, printing and processing, the 
new catalog will fill 100 double- 


spread pages said to be equal to 


200 ordinary pages of text. It will 


be divided into 12 sections with 
300 illustrations and a cross-refer- 
ence index. 


Besides all sorts of equipment 
“Miscel- 


is said to contain 


and supplies the catalog’s 
laneous Section” 
the “* 
technical books ever compiled.” 

“More than 15 
work has gone into the production 
of this catalog.” Mr. 
“and it will get world-wide distribu- 


most comprehensive list of film 
months of hard 


Tanney said, 


tion. The first print order of 10,000 
has almost been spoken for.” <A 
free copy of “Sturelab 10° will be 
mailed to any qualified company 
or individual on request to 5.0.5. 
Cinema Supply Corp.. 602 W. 52nd 
St.. New York 19. 
* ” * 


Radiant Manufacturing Announces 
Slide Rule Screen Calculator 

* An answer to projection calcula 
tion problems is offered to the sellers 
of projection equipment by Rapiant 
MANUFACTURING CORPORATION, 
ducers of projection screens. 


pro 
Ra 
“screen 


diant’s formula is a six-inch ‘ 


finder” a slide rule calculato: 


which correlates screen sizes with 
correct projec tor-to-screen distances 
and lens focal lengths. 

Persons selling projection equip- 
ment may obtain a Screen Finder by 
writing Milt Sherman, Radiant Man- 
ufacturing Corp., 2627 W. Roosevelt 
Rd., Chicago, Il. 

* f * 
Reprint Covers Conference Aids 
* In response to requests for extra 
copies of the recent article “Audio 
Visual Tools for Conferences,” Busi 
NESS SCREEN has reprinted this valu 


able 


brochure. 


review in a convenient six-page 


Copies are available at 
printing cost of 25 cents apiece and 
will be sent postpaid on receipt of 


your order and payment 
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GREAT MOTION PICTURES ARE PROCESSED BY Sathé 





PROTECTS 


S ~ Want to break that 
>) FILM LAB 
BOTTLENECK 


in Your Movie Department 





PATHE’S NEW BOOKLET MAY HAVE YOUR ANSWER! 


It shows you, step by step, how Pathée’s newly enlarged 


facilities have justly earned for Pathé Labs its reputation 


for highest quality and finest serv- 
& RO 
at J CEs, 





ice in the industry ° 


Phone today for your copy: 

In Hollywood: HOllywood 9-3961 
6823 Santa Monica Blvd. 

In New York: TRafalgar 6-1120 


105 East 106th Street To © 

Both New York and Hollywood Have Complete Fadhé Laboratory | 
5;MM . 16MM ° COLOR . BLACK AND Vuudi 
Vithé \ " ratoru Ir is a sut liarv of Che ipe ike Industri In 





aot ALL STEEL 





MM-I19 


A practical stor- 
age cabinet for 
the varied film 
library Holds 
400, 800, 1200, 
1600 ft. reels; 
100 filmstrip 
plus util- 
drawer in 


YOUR 
FILM! 


cans 
ity 
base Overals 
30” wide 
high, 16” 
Over 50 


to 


size 
70” 
deep 
models 
choose from 


RK.250 
ideal for School Film 
Libraries Seven tiers 


of Separator Racks hold 
250-400 feet lémm reels. 
Many models to choose 
from. 


FOR COMPLETE FILM 
EQUIPMENT SEND 
FOR FREE CATALOG 


Nowmade 


PRODUCTS CORPORATION 
330 West 42nd Street New York 18, N. Y. 




















~3 





O 
Now. =) 
RECISION 


RE-RECORDING 


16 MM. OPTICAL /MAGNETIC 





get top-notch service on all types 
of sound transfer! Magnetic tape to film 
optical track or reverse, syne or non-sync. 
Any type of re-recording now can be done 
to Precision standards. 
All the skill of MAURER sound and 
professional l6mm. motion picture equip- 
ment and engineering, combined with the 
finest in film laboratory processing for 
which PRECISION is famous! Take ad- 
vantage of this unbeatable combination! 
Let Precision fill your re-recording needs! 


<O) 


PRECISION 


FILM LABORATORIES, INC. 
21 West 46th St., 
New York 36, N. Y. 
JU 2-3970 























35 Work Prints with 
Blow-up Key Number Retained 


Service is often a matter of hours 


Speed 


A 16mm Dupe Negative is made 
before the blow-up to afford maxi 
mum protection for your valuable 
original 


Protection 


Major studios have found our qual 
ity superior by comparison 


Quality 


Comparable to other methods offer 


Price ing you less. 





OFf HOLLYWOOD 


SPECIALIZED 
LABORATORY 
SERVICES 
Dissolves, Fades, 
Wipes, Zooms 
Special Optical 

EMects 


1153 North Highland 
Hollywood 38, California 
Phone HOllywood 9-5808 





DID YOU KNOW that the documentary Academy Award 
winner, ‘The Sea Around Us,"’ was blown up to a 35mm 
color work print by FILMEFFECTS OF HOLLYWOOD? 
This print was later used for the Academy Award and 
preview screenings 








Proper installation of metals in building 


construction is depicted in Revere’s film. 


Revere Copper & Brass Film Shows 
Sheet Metal Techniques in Building 


Sponsor: Revere Copper and Brass Inc. 


Title: Sheet Metal in Building Construction, 46 
min, color, produced by Loucks & Norling 
Studios. 

* This is a new film documenting the principles 

of sheet metal construction that Revere recom- 

mends to architects, specification writers and 
sheet metal men. Not in any sense a film for 
general audiences, nor touched with the suave 
hand of the public relations man, Revere’s pic- 
ture is an example of the best in craftsmanship 

both in what is shown on the screen and in the 
film, itself. 

It is one of those subjects that could be ruined 
by inexperienced glamorization, but  straight- 
forwardly stands on its own as a good job of 
work. 

Proper and Improper Uses Shown 

The film shows examples of copper roofs that 
have withstood the tests of time and weather 
for many years. It also shows other copper roofs, 
poorly installed, that have buckled and need to 
be replaced. The scene is then shifted to Revere’s 
field laboratory in Rome, N.Y., where Company 
engineers and technicians are shown testing var- 
ious types of installations, both properly and im- 
properly designed, as an aid in determining ap- 
plications of correct principles of installation to 
roofs, copings, sidings, gutters and flashing. 

This research, some of which is shown in the 
film, led to the recognition of columnar 
strength and other critical factors involved in 
the proper design of sheet metal work. 

Slow motion photography is used here to show 
that principle “at work.” Properly designed lab- 
oratory installations sucessfully resist failure, 
contracting and expanding under temperature 
changes of 150 degrees F. Changes that normally 
take years are shown in moments. 

Laboratory Sequences Prove Tests 

The same technique is used when the film 
moves to the laboratories of M.I.T. to show cor- 
rectly designed copper forms withstanding ten- 
sile and compression tests, thus confirming the 
theory initially developed in this field by Revere. 

Animation is used to effectively dramatize 
these charts. Sectional drawings of gutter forms 


(CONTINUE ED ON THE Ft CING PAGE) 
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PAX 


The Mark of 
Excellence in 


Commercial Films 


CATE & McGLONE 
Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 














The finest Precision-made lenses available 
for 


35MM CINE and TV CAMERAS 
COATED — 6 ELEMENTS 


Perfect for color as well 
as black and white. 
Fully apochromatic, fully 
corrected for distortion, 
curvature of field, astig- 
matism 

Used by the top 
Cameramen and 
Studios in the U.S. 


#:1.3 50mm 

#:2.0 25mm, 28mm, 
32mm, 35mm, 40mm, 
50mm, 75mm, 100mm 

#:2.5 150mm 


Special Lenses for 
long Focus: 
#:3.5—300mm—3 element 
#:5.6—500mm—2 element 


Full range of 16mm 


lenses also available 


Write for FREE CATALOG 
and PRICE LIST 


Delta Foreign Sales Corp 


18 East 17th Street « New York 3, N. Y 
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a good production & 
DESERVES 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 





The reels are made of the hardest, spring-type 


steel. They just can't bend out of shape. The 
cans are die-formed, rigid, and dent-resistant. 
Together, they make the perfect combination for 


film production packaging. 


Reels and cans available 
in all 16mm sizes 


CORPORATION 


2251 W. St. Pav! Ave., Chicago 47, tt, 








TEL-A-STORY Automatic 
Advertising Projector 





IDEAL FOR TRADE SHOWS, SALES 
MEETINGS AND POINT OF SALE 





The NEW “King-Size” model 
with the 4 “plus” features 


. 750 watt illumination 

. Direct projection 

. Square Screen 

. Shows all transparencies 
(Horizontal-Vertical-Square) 


own - 


For information write Dept. 12 


TEL-A-STORY, INC. 


lowa 





523 Main Street, Davenport 
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REVERE’S 


FROM 


BUILDING 


(CONTINUED THE OPPOSITE 


are also animated to illustrate the formula of 
average critical loads. 

The camera then travels to building jobs all 
over the northeast quadrant of the country show- 
ing large and small roofs in various stages of 
completion on new jobs and replacement on old 
Also photographed and noted in an un- 
usually clear commentary are differences in de- 
sign, methods and craftsmanship. 

Installations that will be 
the United Nations Assembly building, the Long 
Island State Agricultural College, Cornell Uni- 
versity, Columbia University, the Hayden 
Planetarium and Yankee Stadium. tae 


7 7. . 


ones. 


recognized include 


e BUSINESS SCREEN BOOK REVIEW e 
British Film Experts Help Compile 
“The Technique of Film Editing” 

The Technique of Film Editing, a compilation 
by Karel Reisz for the British Film Academy. 


Published by Farrar, Straus & Young, Ine. 
$7.50. 
* The Technique of Film Editing is a British 


compilation which helps set forth basic film edit- 
ing principles for television. 

The problems of editing—the choice of images, 
are the central prob- 
lems of film production. Yet the 
of the motion picture has paid them but little at- 
tention. No objective or up-to-date survey of the 
subject exists and nothing that would approach a 
practical guide for film editors and TV directors. 
the British Film Academy 
set up a committee of ten distinguished and ex- 
perienced film makers and asked them to pool 
their knowledge in this work. 

What they have produced is more than a con- 
ventional handbook. 
pendium of the views of Britain’s leading diree- 


their timing and sequence 
vast literature 


To meet this need, 


For one thing, it is a com- 


tors and editors—-not a statement of theoreticians. 
For another it bases its argument on practical ex- 
amples—excerpts from Great Expectations, Odd 
Van Out, Kane 
among many others, are analyzed by or with the 
help of the makers. For a third, it offers no hard- 
and-fast rules but states the problems of film- 
montage as they arise in practice and proceeds 
from there. 


Citizen and Louisiana Story, 


The Technique of Film Editing is an essentially 
practical guide to the craft, prefaced by an his- 
torical introduction and summarized in a final 
statement of such general principles as the evi- 
dence of the analyzed excerpts warrants. Ng 


* . * 


* Books on audio-visual techniques are available 


readers through our 
venient one-stop Bookshelf Service. Write 


to Business SCREEN con 





SPECIAL 
OPTICAL EFFECTS 
and TITLES by 
RAY MERCER & COMPANY 


4241 Normal Ave. « Hollywood 29, Calif. 
| Send for Free Optical Effects Chart 














7064 


Sheridan Road, Chicago 26 for free reference list. 


PAR FADE ATTACHMENT 

INCREASES THE UTILITY 
of your Bell & Howell 
Model J 16mm* printer. 


no ma- 








Simple installation - 


chining, no special tools, 


complete instructions supplied 


FADES and DISSOLVES in color and black 
and white —the easy, dependable way 


Engineered dependability, proved over the years, 
makes the PAR fade attachment the most reliable 
means of assuring smooth, gradual fades and 
dissolves every time. 

The PAR fade attachment fulfills all the needs 
of the most particular, and only the PAR fade 
attachment gives you all these advantages: 

1. Automatic fades and dissolves in color and 
black and white. 

2. Fades appear as a constant rate of change 
of density—-EXCLUSIVE with the PAR 
fade attachment. 

3. Noiseless operation. 

4. Filter pack holder protected from heat 
generated by lamp. 

5. Shutter closed indicator and manual set 
“open” or “closed”. 

6. Magnetic actuator 
order. 

7. Wide choice of fade lengths—from 3/4 
second to 4 seconds at 24 fr. per. sec. 


VERSATILE DEPENDABLE PROFITABLE 


Users of PAR fade attachment include: 


Associated Screen News 
Atlas Film Corporation 
British Acoustic Films 
Color Corporation 

of America 
Color Service Company 
Deluxe Laboratories, Inc. 
Film Associates, Inc. 


special 


available on 


John Hopkins University 
Kodak Hawaii, Utd. 

J. A. Maurer, Inc. 

U. S. Air Force 

U. S$. Congress 

U. S. Navy 

Wilding Picture Productions 


Write today for complete information and 
* Also available for Model I 


PAR Products Corporation 
926 North Citrus Avenue Hollywood 38, California 


sce. 
45mm 


























































WRITERS 


(— ASSOCIATED — 


A pool of professional writing tal- 
ent with experience in film scenarios, 
live television, radio, journalism, 
magazines, public relations. 

Our editorial background includes: 
The March of Time, NBC & CBS net- 
works, Life, The New York Times, 
The Journal-American, The Associat- 
ed Press. 

Our sports expert has worked in 
every medium. 

Our emphasis is on professional 


quality and speed —at a reasonable 


cost, 

Our combined experience in one 
package can solve any writing prob- 
lem. If it can be put into words 


we can write it. 
BOX 1.C. BUSINESS SCREEN 
489 Fifth Ave. New York 17, N.Y. 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


¢ CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* DISTRICT OF COLUMBIA « 


The Film Center, 915 12th St. 
N.W., Washington. 


* MARYLAND « 


Howard E. Thompson, Box 204, 


Mt. Airy. 


¢ MASSACHUSETTS « 
Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY ¢ 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 

Association Films, Inc., 347 
Madison, New York 19 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 


Ken Killian Sd. & Vis. Pats. 
P, O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
ny, 112-114 W. 48th St., New 
ork 19. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19, 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA e¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 

J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* RHODE ISLAND ¢ 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


¢ WEST VIRGINIA ¢ 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2. 


SOUTHERN STATES — 


¢ ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


¢ FLORIDA ¢ 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


¢ GEORGIA «¢ 


Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


¢ LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 


St., Jackson 2. 


¢ TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 


Service, 416 A. Broad St., Nash- 
ville. 


¢ VIRGINIA ¢ 


Tidewater Audio-Visual Center, 


617 W. 35th St., Norfolk 8, Phone 
51371. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


¢ ARKANSAS ¢ 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 





MIDWESTERN STATES 


e ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 





¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


° IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


¢ WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 


e CALIFORNIA «¢ ; 
Baron Film Service, P.O. Box 
504 Metro Station, Los Angeles 
55, Calif. 
Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 
Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 

Jam Handy Organization, Inc., 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 








C. R. Skinner Manufacturing 
Co., 239 Grant Ave., San Fran- 
cisco 8. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 
¢ COLORADO e« 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA e 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
© OREGON e¢ 
Moore’s Motion Picture Service, 


33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


e UTAH e 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


CANADA - FOREIGN 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 








EQUIPMENT, FILMS AND PROJECTION SERVICE 
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pid Prescription 
makes old films like new * 


Are some of your films showing their age? ‘Scratches, “rain” 
and other surface imperfections can spoil the effect of even 
the finest motion picture —and make “shut-ins” of valuable 
prints that could have years more useful life in the field. 
Our exclusive process actually removes these tell-tale signs 
of wear and handling, and brings back the natural clarity 
and beauty of your film. 


Our two exclusive processes: 


RAPIDWELD: 


We remove scratches, fingermarks, 
oil stains from both sides of film, 
restore flexibility to brittle film and 
repair faulty splices. 


RAPIDTREAT: 


We coat the emulsion side of new 
film to protect against scratches, 
staining and brittleness that occur 
through handling and projection. 





Among our many satisfied customers are: Eastman Kodak Co., 
E. |. du Pont, U. S. Steel, General Motors, American Cyana- 
mid, Pan American Airways, Jam Handy Org., CBS-TV, 
NBC-TV, Atchison Topeka Santa Fe R.R., State Dept. of 
Education, Georgia, Conn. 

ORIGINALS © NEGATIVES 
KODACHROMES © PRINTS 


* * 
rani ad Scratch-free 
FILM TECHNIQUE INC. 


21 WEST 46th STREET @ NEW YORK 36, N. Y. @ JU 2-2446 


16 and 35 mm 


EST. 1939 






@ STEREO & 35MM Slides 
im SAME Troy! @ GROUP 
or SEQUENCE Filing! 


Better Protection 
. @ Dust, Moisture-proof, 
etc.! @ Sturdy Plywood. 


Custom Designed! 
@ Rugged, Heavy Plastic 
Trays. @ Endorsed by 
Professionals the World 
Over! Prices, $1.25 up! 


CF8-S 35MM SLIDES — 1280 Readymounts, o 


, or 
640 Glass or Metal. OR STEREO SLIDES, 9 
Mustroted (' above quontities), with Lock & Key $25 


31S S. Webash Av 
BURKE G JAMES. Inc. cuicaco 4 KL. 








MOTION PICTURE 


TELEVISION ART 
AND 


OPTICAL PHOTOGRAPHY 


Animation — Titles 


343 LEXINGTON AVE. 
LExington 2-7378 
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lirline promotes Washington D.C. tours 


The Nation’s Capital Via Air 

Sponsor: Capital Airlines 
Title: Washington—-the Capital City, 25 min, 

color, produced by Dudley Pictures Corp. 
* This film seems like a succession of pretty 
picture post ecards. All the familiar scenes are 
there and all shot from the most popular point of 
view. It’s like a quick tour of Washington with- 
out getting out of the sightseeing bus. 

Armchair travelers can get this one from As- 
sociation Films, Ine. I 


World Literacy and “The Word” 

Film: The Word, 20 min. bw & color, produced 

by 20th Century Fox. Distributed on rental 

basis by Films, Inc. nationwide. 
*® The lives of our contemporary great person- 
alities are too little known to the present genera- 
tion. Men like Frank Lloyd Wright and Dr. 
Frank Charles Laubach for example carry an 
inspiration whose impact would be invaluable to 
young and old. 

A new 16mm release of The Word, produced 
as a short subject by 20th Century Fox studios 
has just been made by Films, Inc., subsidiary of 
Encyclopaedia Britannica Films. The Word tells 
about the worldwide literacy campaign which Dr. 
Laubach has headed. His “each one, teach one” 
method has brought both reading and writing to 
savage tribes of the South Pacific and other 
lands. A color sequence in this 20-minute subject 
shows Dr. Laubach’s graphic method at work 
with tribesmen in the New Guinea interior. 

The film is being made available on a $10 a 
day rental basis through Films, Inc. offices in 


principal cities. iQ 


KEY MAN FOR PRODUCTION 
(CONTINUED FROM PAGE FORTY-THREE) 
film deseribes the apprentice program of the 
industry and encourages young men with me- 
chanical aptitude to become tool and die crafts 
men. 

The camera follows an apprentice through an 
8.000-hour course—-roughly four years—that 
leads to a journeyman status. It shows him oper 
ating various machines, learning to read blue 
prints, learning shop mathematics and shop 
theory. mastering other techniques of the in 
dustry in all, “learning by doing.” and getting 
paid as he gets a “college degree in tool and 
die making.” 

Chapters of the NTDMA will show the film in 
the 23 tool and die centers of the country. and 
prints are available for loan or purchase through 
association's national headquarters. 907 Public 


Square Building. Cleveland 13. Va 








IN THE MIDWEST 
IT’S 


BILL CROSSON 


Motion Picture Cameraman 
(Local 666—1.A.T.S.E.) 


Available to Producers 
for Assignments Anywhere 
on Free-Lance Basis 


Camera Car with Top, 
Front and Rear Platforms, 
Available for Rental 
with Services 


Theatrical Productions 
Commercial Productions 
T.V. 

B.&W. — Color — 16mm & 35mm 
(including Technicolor Monopak) 


As an added service will, on request, 
arrange for and assemble complete 
production unit — camera, lights (in- 
cluding arcs — brutes) crew, etc. This 
unit will meet your representative at 
any designated location ready to gol 


Best References on Request! 
PHONE: KENWOOD 4-3362 


15322 HEYDEN AVENUE 
DETROIT, MICHIGAN 





Van praag 
productions 


PRODUCERS OF COMMERCIAL 


INDUSTRIAL AND TELEVISION FILMS 


1600 BROADWAY 
WEW YORK 19, NEW YORK 
Plaza 7-2657-2687.2688 





for those who want 


*. 


. 
. 
. 
* 


“films 
of distinction 


SAM ORLEANS PRODUCTIONS 
en 9441414. 184 SINCE 1914— 


211 w. cumberland 
P knoxville, tenn. 


Pi 116 nw, 2nd street 


y okiahome city, okla. 












Youne Actors learn their roles for 
“Forecast Continued Prosperity” 


(see article below). 


Publi¢ Utility Films: 


(CONTINUED FROM PAGE 37) 


motion pictures are reaching ever 
larger urban consumer audiences. 
Southwestern Forecast 

® Another award-winning Beeland 
King utility film is Forecast—Con 
tinued Prosperity, sponsored by the 
Southwestern Gas and Electric Com 
pany. It was made as a public rela 
tions film on the Tri-State area 
formed where the corners of Louisi 
ana, Arkansas and Texas meet, and 
has since been used extensively in 
promoting new industries for the 
region, 

The 20-minute color film points 
out that this oil rich area has both 
industry and agriculture which have 
kept pace with the development of 
the natural resources, 


The Detroit Edison Story 


* A combined employee and public 


relations film has been produced by 
the Detroit Edison Company in My 
Dad's Company, a 25-minute film. 
Along with a brief description of 
the production and distribution of 
electricity, the film points out that 
“It’s the attitude and spirit of the 
people that makes a company.” 
The message is brought out in a 
father’s discussion of his company’s 


policies with his son. The viewer 
sees that the courtesy and service 
Detroit Edison is known for in the 
area, are the result and responsibil- 
itv of the people who carry out these 
police 1¢s, 

A two-color catalog lists 27 other 
films which the company has pur- 
chased or borrowed for free distribu- 
tion to its customers. 
® This is a recurring characteristic 
of the utility field. A great many 
companies maintain fine libraries of 
motion pictures from national sources 
which they use for both promotion 
and public relations. Many of the 
firms will provide not only the film 
but also an operator and projection 
equipment when needed. 

Typical of the titles available are 
traflic safety films like And Then 
There H ere Four and Closed Book: 
Marshall Field’s classic on courtesy 
in daily living, By Jupiter; and The 
Christophers’ You Can Change the 
World. 

Organized Film Programs 
* An example of a public utility 
which has not produced any motion 
pictures itself, but still makes exten- 
sive use of audio-visual aids on an 
organized basis is the Wisconsin 
Public Service Corporation. 

Their present film program began 
in 19147, and they now have about 
35 different films which reached a 
total audience of 28,000 in 432 
showings last year. S. J. Santy, pub- 
lie information specialist, said pub- 
lic relations was the number one 
objective of the company’s film pro- 
gram, and the showings provide 
valuable contacts for the company 
employees who present the films. 

“Most of these contacts,” Mr. 
Santy said, “eventually wind up in 
the hands of our salesmen who are 
presenting a program, with or with- 
out preamble, to their customers.” 

The firm’s library contains films 
on safety, economics and other basic 


principles the company believes in, 
as well as electrical films produced 
by the Edison Electric Institute, 
General Electric, Westinghouse and 
others. Many of the films are valu- 
able for employe training, and others 
serve as “enthusiasm builders” in 
the firm’s sales training program. 
Central Illinois Light Co. 
® The Central Illinois Light Com- 
pany maintains a film library that is 
used primarily within the organiza- 
tion. 

Fourteen motion pictures on safety 
are owned by the firm, and they are 
used for the most part at depart- 
mental safety meetings throughout 
the system. A few other motion pic- 
tures on economics and the free en- 
terprise system are available on loan. 

A large assortment of sound slide- 
films is used by Central Illinois for 
several types of employee training. 
More than 30 films are on safety in 
general and there are several more 
on safety management for foremen. 
Other series of films are concerned 
with customer contact, public rela- 
tions, and supervisory relations. 

How to Gather Honey Instead of 
Stings is typical of eight sound slide- 
films the company has in a Dale 
Carnegie Series. 

About a year ago the firm rented 
In Our Hands films from the Ameri- 
can Economic Foundation. These 
motion pictures were shown to em- 
ployee groups throughout the or- 
ganization. 

In summing up the Central IIli- 
nois film program, L. N. Talbott. 
assistant manager of industrial re- 
lations, said “We feel that the films 
used assist greatly in our training 
problems and other important phases 
of our business.” 

Potomac Power Visits Public 
* Seven sound motion pictures on 
electricity are stocked by the Poto- 


mac Electric Power Company for 








PROFESSIONAL 


LAB-TV 


IssSules: 


Preview of Editorial Features 


*& Here are some of the interesting feature 
articles and reports on which editorial 


staffers are now at work for forthcoming 


showings to business, civic and 
homemakers groups, and in Mary- 
land public schools. The films, as 
well as many sound slidefilms are 
also used for employe training. 

The company has the Edison Elec- 
tric Institute series on sales training. 
but its use is restricted to customer 
contact employees of the Commercial 
Department. For safety training 
there is a library of 14 sound slide- 
films. 

J. S. Bartlett, commercial man- 
ager, said the firm has five l6mm 
sound motion picture projectors, and 
one sound slidefilm projector to im- 
plement their film program. 

The Miracle Flame, The Legend 
of Dan and Gus, Freedom and 
Power and Bright Future—four of 
the most popular films among gas 
and electric utilities—are stocked by 
the Coast Counties Gas & Electric 
Company for use in employe train- 
ing and public relations. 

In addition, for the past three 
years the firm has made sound slide- 
films on the annual stockholders re- 
port of operations and financial 
earnings. These 30-minute films are 
shown to employes as a part of the 
educational program. 


* * 


A Word of Editorial Comment 


* These are only a few examples of 
the varied and extensive motion pic- 
ture programs maintained by gas 
and electric utilities. Part Two of 
this Business Screen survey will in- 
clude more examples of company 
activity, information about other 
films in the industry, and a statisti- 
cal summary of the use of audio- 
visual tools in this important area of 
the American business scene. 

Data in this survey is based upon 
a nationwide canvass of utility com- 
panies plus personal interviews by 
staff members in the Business 
SCREEN bureaus. 








IMMEDIATE CASH 


16mm Black and White 
REVERSAL PROCESSING 


Processing on hourly schedules 
for leading TV Stations and Producers 


Write for Circular 


247 West 46th St. 





New York 36, N.Y. 








* * + 


Tut SHeci. Story: a pictorial and text re- 
port on the fascinating Shell Oil film 
program. 

2 + * 

Visuat Disptays: A Camera Report on the 
Use of Sight/Sound at Chicago’s famed 
Museum of Science and Industry. 


7. - = 
INDUSTRY SURVEYS: group reports on film 
usage in major U. S. industries. 
* . * 


Pius Case Histories, Book Reviews & News 
Reports. 








CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA «+ N. HOLLYWOOD, CAL. 
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"Reg. U.S. Pat. Of 


“Priceless Heritage. 


For a fresh appreciation of our American educational methods, Superior 
Coach Corporation, ol Lima, ¢ Yhio presents a new color motion picture, 
“Priceless I leritage. 


As a manutacturer of school transportation equipment, Superior uses this film 
to dramatize one ot the Creat heritages of our countryv—the evolution ol 
today's educational system. 


Colorful with costume and dialogue, motion pictures suc h as “Priceless 
Heritage are powerlul instruments of good-will 


lo help tell your story with clarity and dramatic impact call on... 


Je 
JAM HANDY 
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